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Movie fans stormed for admittance 
9 the theaters showing “This Nude 
World,” only to find it a very tame 
nd refined spectacle. It still pays 
0 advertise. 


vv¥y 


Babe Ruth broke up “The Game 
of a Century” in Chicago with a 
home-run. The Babe must have 
thought he was in another world’s 
series. 

>, = @ 


The only thing selling better than 
beer is beer stocks. The buyers seem 
to be convinced that they haven’t 
been watered. 


s 9 & 


The newspapers carry advertising 
of beer in the news sections and of 
P@brewery stocks in the financial sec- 
uations. This is technically known as 
getting them coming and going. 


ee 


Goodrich is now equipping wheel- 
barrows with rubber tires. The next 
“Bstep will be to demonstrate the ne- 
eessity of carrying a couple of 
spares. 

vv¥$esgy 


“What would happen to the re- 
»msearch man whose report discredited 
the product which was paying for his 
work?” was a query presented at the 
BGrand Rapids convention. This is 
ygone of those rhetorical questions 
which require no answer. 


-  S 


Miss Marjorie Shuler says mothers 
aren’t much impressed by being told 
that children love a certain food, but 
want to know whether it’s good for 
them. This sounds like subtle propa- 
ganda in favor of spinach. 
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; Two industrial advertising agents 
3 told the business publishers recently 
that they would like to have 15 per 
cent commission. Their request re- 
Wmcalled the story of the colored 
brother who complained that his 
wife constantly pestered him for 
money. 

“What does she do wid ail dat 
‘Bmoney?” inquired a friend. 


“I ain’t give her none yet,” he 
Teplied. 


~~ FF 


Two committee reports of the N. I. 
A. A. were accepted by the publishers 
“in principle.” Now the debate can 
proceed. 

> + 


“Church bells,” says Allan Brown, 
“are being replaced by loud speak- 
ers.” 
This must be for the benefit of the 
golf players. 
5 , 9 F? 


Duluth is thinking of repealing an 
ordinance which prohibits advertis- 
ing depicting women smoking cigar- 
ettes. Duluth wants to see at least 
a little cigarette advertising. 


, eR ta 


Too bad Ivory can’t use its fa- 
Mous slogan, “It floats,” in advertis- 
ing its newest product, a shaving- 
cream. Looks as if the research de- 
Partment will have to invent an 
Ivory golf ball. 

. ok, oe 


Joe Hartigan told the newspaper 
Promotion men at Grand Rapids that 
they ought to use the advertising 
trade press. Atta boy, Joe! 


Copy Cus. 


PABST STARTS 


BEER CAMPAIGN 
IN MAGAZINES 


Budweiser Beer Also Starts 
National Copy 


New York, July 6.—Beer advertis- 
ing is beginning to make its appear- 
ance in the pages of the national 
magazines, while it is also much in 
evidence in the daily prints. Red 


“Pabst 
Blue Ribbon 
ah Beer 
Yesterday's, 
Today's 
and Tomorrow's 
Standard 
of Quality 


PABST 


BLUE RIBBON 
The deer of Quality 


© Od) AA comp, 


Initial magaine copy for Pabst 

Blue Ribbon Beer, which appears 

in the current issues of "Liberty," 

"Redbook," and other publica- 
tions. 


Book and Liberty came out simultan- 
eously yesterday with copy designed 
to whet the thirst of readers for 
Pabst Blue Ribbon. It was the Au- 
gust issue of Red Book and the July 
15 issue of Liberty which assured 
magazine readers that beer is really 
back and Pabst Blue Ribbon is just 
as good as it ever was—if not more 
so. 


The New Yorker carried the same 
copy in its current issue, while 
Pabst will also crash the hall of 
fame as the first beer to be intro- 
duced to the country’s women in one 
of their favorite magazines. This 
copy will be seen in the forthcoming 
issue of one of the leading women’s 
magazines which is now accepting 
beer copy but reserves the right to 
reject it if high standards are not 
maintained. 


Several other magazines and a 
substantial list of newspapers are 
on the Pabst schedule, which is 
placed by Matteson-Fogarty-Jordan 
Company, Chicago. 


Budweiser Also on Job 
Meanwhile, Anheuser-Busch, Inc., 


St. Louis, is making a strong bid 

for the favor of beer drinkers with 

a big-space campaign in a long list 
(Continued on Page 15) 


Wilfred Fry Issues 
Call for Action on 
Advertising Codes 


New York, July 6.—Enthused over 
the probable benefits to advertising 
which would follow the application 
of the national industrial recovery 
act to this industry, Wilfred W. Fry, 
president of N. W. Ayer & Son, Phi- 
ladelphia, addressed a plea for ac- 
tion last Saturday to 56 associations 
and independent companies represen- 
tative of all advertising interests. 
The agency is not a member of the 
American Association of Advertising 
Agencies and is not now represented 
in organized advertising. Its com- 
munication, called “an invitation” 
in the company’s release, makes 
no mention of the comprehensive 
study already given the matter 
by such representative advertising 
organizations as the Advertising 
Federation of America and the Amer- 
ican Association of Advertising 
Agencies. 

Association activities in this re- 
spect were first reported in the June 
10 issue of ADVERTISING AGE, and it 
became known this week that Edgar 
Kobak, president of the A. F. A., and 
John Benson, president of the A. A. 
A. A., were arranging a series of 
summer conferences among repre- 
sentatives of the various advertising 
groups to the end that group and uni- 
fied codes would be ready well in ad- 
vance of time for consideration. 

The complete text of Mr. Fry’s let- 
ter follows: 

“As has undoubtedly been the case 
with you, we have been studying the 
national industrial recovery act with 
great interest. 

“The act clearly obligates the ad- 
vertising industry and those indus- 
tries affiliated with it to organize in 
accordance with the primary pur- 
poses of the act; namely, of creating 
re-employment, shortening the work- 
ing week, and increasing wage scales. 

“In the advertising industry, as in 


many others, the chief obstacle, in 
our opinion, to the achievement of 
these much-desired ends lies in un- 
fair direct and indirect trade prac- 
tices. 

“The provisions expressed in Title 
1, Section 3 of the act indicate that 
the government will cooperate in es- 
tablishing and enforcing a code 
under which publishers, radio op- 
erators, billboard owners, advertis- 
ing businesses and all others affiliated 
with the industry may profitably and 
fairly operate. 

“This legislation affords all who 
have stood and wish to stand for 
honest procedure in advertising, op- 
portunity to cooperate in setting up 
a code with enabling powers, which 
code shall establish standards tested 
by time, and provide for eliminating 
unworthy practices from the entire 
advertising industry. 

“A frank expression from you, 
and through you, from the members 
of your organization, upon this ques- 
tion, will be appreciated.” 

The agency’s news release quoting 
the letters to newspapers opened 
with the statement, which many 
picked up, that the invitation issued 
by Mr. Fry was the first step toward 
organization of the advertising in- 
dustry under the national industrial 
recovery act. 


A Plea for Action 


Replying to ADVERTISING AGE 
through a spokesman, Mr. Fry said 
his letter was not to be interpreted 
as a suggestion to form a new ad- 
vertising organization, but that it 
was primarily a plea for action; that 
he meant to call attention to the lack 
of coordinated action by all advertis- 
ing groups; that his letter did not 
imply willingness to lead the move- 
ment to set up an approved code; 
that it put the agency under no ob- 

(Continued on Page 11) 


Last Minute 


Petroleum Association of America, 


competitors, will destroy the value 


secretary of the association. 


network. 


News Flashes 


Fight Copy Restrictions in Oil Code 
Indianapolis, Ind., July 7.—Sterling F. Mutz of Lincoln, Neb., has been 
named chairman of a committee of Independent and Individually Branded 


which will seek the cooperation of 


newspapers and radio stations in opposing rule 21 of the oil industry code. 

This rule, which prohibits the broadcasting or publishing of any claims 
which “might be reasonably construed” to lead to a false conclusion regard- 
ing the product, or which lay claim to a practice of generally underselling 


of all advertising for independents, 


cash and carry, and trackside oil stations, according to Russell S. Williams, 


Gerber Products to Erwin, Wasey & Co. 


Fremont, Mich., July 7—The advertising account of Gerber Products 
Company, maker of an extensive line of strained vegetables and cereals for 
babies, has been placed with the Chicago office of Erwin, Wasey & Co. 


Columbia Has “Transition” Rate 
New York, July 7.—Columbia Broadcasting System has announced a 
new “transition” rate between day and evening rates, effective from 6 to 
6:40 current local time, on and after July 15. 
The new rate is two-thirds of the present evening rate, and will be 
in effect for all Columbia stations broadcasting on current New York time. 
The rate does not apply to stations in the central and western zones of the 


A. B. P. to Meet With General Johnson 


New York, July 7.—Headquarters of the Associated Business Papers, 
Inc., has sent out a call for a special meeting of its membership in Wash- 
ington, July 14, for a session with Gen. Johnson, recovery act administrator, 
and other officials, at which time the advisory services of editors and pub- 
lishers will be offered to the administration. 


OUTLAW REBATES 
IN NEW FOUR A'S 
CONTRACT FORM 


Liability for Payment Stated 
More Clearly 


New York, July 6—A new stan- 
dard space order, the first revision of 
the form adopted by the American 
Association of Advertising Agencies 
13 years ago, will come into use 
next week. Its official introduction, 
a joint release to be issued by the 
A. A. A. A. and the four publishing 
associations which sponsored it, was 
not available here today. 


Negotiations leading to approval of 
the final draft have extended over a 
period of two and a half years, the 
American Newspaper Publishers As- 
sociation and the agency association 
being the two groups most con- 
cerned. The other sponsors are the 
Periodical Publishers Association of 
America, Associated Business Papers 
and the Agricultural Publishers As- 
sociation. 

The first difference noted in the 
conditions on the back of the new 
form is the addition of a paragraph 
reading, “The agency agrees that it 
will not rebate to its client any part 
of the commission allowed by the 
publisher.” 

There is another addition to the 
effect that the publisher agrees to 
hold the agency solely liable for pay- 
ment for the advertising covered by 
the contract. This responsibility 
was expressed in the old form, but 
the new wording is explicit and em- 
phatic. 


Reassures Advertisers 


The revision marks no change in 
the established practices of agencies 
and publishers, based on the sole re- 
sponsibility of the agent for pay- 
ment. It was made principally for 
the purpose of reassuring advertis- 
ers that they run no risk of double 
liability. The clarification of the 
point will tend to encourage adver- 
tisers in the placing of business, it 
is believed. 

The right of the agency to specify 
a circulation guarantee by a notation 
on the face of the order has been 
abrogated by the deletion of para- 
graph 21 of the old form, which read 
as follows: 

“If the words ‘guaranteed circula- 
tion,’ followed by an amount appear 
under ‘rate’ or elsewhere on face of 
order, circulation shall be considered 
guaranteed to the extent that if it 
falls short of the amount stated the 
rate shall be proportionately less. For 
the purpose of any adjustment under 
this provision, ‘circulation’ shall be 
average net paid circulation for the 
period covered by the order, accord- 
ing to the standards of the Audit 
Bureau of Circulations in effect at 
the date of the order.” 

This deletion does not mean there 
will be no more circulation guaran- 
tees. A sample paragraph to. be 
added to the face of the form will be 
supplied to the agencies for use 
when desired. 


Found Impractical 


It may be assumed, however, that 
the change connotes less interest on 
the part of agencies and advertisers 
in newspaper circulation guarantees, 
and therefore, a lessened tendency 
on the part of newspaper publish- 


It is 


ers to use this sales weapon. 
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ADVERTISING AGE 


July 8, 1933 


known that, during the flurry in 
newspaper guarantees a few months 


ago, all concerned found their ap- 
plication inconvenient, if not im- 
practicable. 


The only change on the face of the 
order blank is the omission of the 
bracket for extending the cash dis- 
count. The explanation given is that 
a superfluous detail is thus elimin- 
ated. 


Clear Up Discount Clause 


The stipulations in the conditions 
on the back of the form with respect 
to the agency’s right to the cash dis- 
count are carried over from the old 
contract with but little change. The 
new form specifies, however, that 
the discount will be deducted from 
payments made by the 15th of the 
month following that in which the 
advertising is done, unless special ar- 
rangements apply, whereas the old 
form gave the 20th as the discount 
date. The slight distinctions between 
terms of payment to magazines and 
newspaper have been eliminated 
from the new form. 


“Advocate” Appoints 


The Advocate, evening daily cover- 
ing several suburbs in Queens 
County, New York, has appointed the 
Publishers’ A & M Service Company, 
Brooklyn, national advertising repre- 
sentatives. 


Stokely Bros. 


Buy More Van 
Camp Property 


Indianapolis, Ind., July 6.—The In- 
diana plants, equipment and busi- 
ness of the Van Camp Packing Com- 
pany, national advertisers for years 
of “Bean Hole Beans” and other vege- 
table products, have been sold at re- 
ceiver’s sale to Stokely Bros. & Co., 
Louisville, Ky. 

Stokely Bros. & Co., as reported 
recently, first bought the Indiana 
business of the Van Camp Products 
Company, selling agency for the 
packing company, on a bid of $160,- 
000. Then they bid in the packing 
company, the parent organization, in- 
cluding the Indianapolis plant, 
equipment, etc., with the Indianapo- 
lis real estate and various small 
properties in Indiana towns for 
$275,000. The sale included all brand 
names, formulae, etc. 

A new company, Van Camp’s, Inc., 
has been formed and it has been an- 
nounced that the business will be 
continued as formerly. The sale does 
not include either the Louisville or 
Baltimore properties of the Van 
Camp interests. 

The Van Camp Packing Company 


and two of its subsidiaries, Van 
Camp Products and Van Camp Oil 
companies, filed voluntary bank- 
ruptcy proceedings in federal court 
last November and have been oper- 
ated since by receivers. 


J. A. Donovan, Retail 
Copy Expert, Is Dead 


Joseph A. Donovan, 33, publicity 
director of. the Hearn department 
store, New York, died last week fol- 
lowing an illness of two weeks. 

As a copy writer and advertising 
manager for several large depart- 
ment stores in the metropolitan area, 
he had established an enviable repu- 
tation as an advertising man before 
joining Hearn’s Jan. 1. He was also 
connected for two and one-half years 
with the Floring-Plummer Advertis- 
ing Agency, Detroit, leaving in 1929. 


Pick Boyle, Zipprodt 


G. Krueger Brewing Company, 
Newark, N. J., has appointed Boyle, 
Zipprodt Corporation, New York. An 
elaborate outdoor and newspaper 
campaign is being launched. 


Dermure Names Peck 


Dermure, Ltd., which will estab- 
lish dermatological institutes in the 
principal cities of the United States, 
has appointed Peck Advertising 
Agency, Inc., New York. 


An Automobile Dealers’ Association 


Examines the 


HOMES THAT COUNT 


“Quality Group subscribers constitute a very responsive group 
to our automobile dealers and their sales representatives’ 
efforts. Your list contains many of our two and three car 
owners and those who are potential owners of more than one 
car in a family. . . . All of them are able to buy automobiles 
priced at $1,000.00 and over, and your list comprises a class 
who are in a position to ‘buy and pay cash.’ ” 


People who buy the higher-priced automobiles are higher-grade customers 
for gasoline, tires, lubricants, accessories—for all other merchandise, too, 
and especially for better-grade merchandise. They are the first to install 
brass plumbing, air conditioners, to buy television sets, to be regular pur- 
chasers of securities. The Quality Group numbers half a million buyers 
of better-grade things, people whose homes are the “Homes that Count” 
in each community. They are the country’s “Influential Minority,” its 


largest strictly quality market. 


For all advertisers 


of large-cash-outlay 


products and services, Quality Group families are the most logical ob- 
jective for concentrated selling energy. 


THE QUALITY GROUP 


ATLANTIC MONTHLY HARPERS MAGAZINE 
CURRENT HISTORY REVIEW OF REVIEWS 
THE FORUM SCRIBNER’S MAGAZINE 


poston cuicaco 597 Fifth Avenue, New York City 


(Number 3 of a series of comments by business men 
about the buying habits of Quality Group sub- 
scribers in their cities. Writer’s name available.) 


SANTA BARBARA 


DR. SEUSS PUTS 
STETHOSCOPE TO 
HUMOROUS COPY 


Caution Must Govern Its 
Use, He Says 


New York, July 6.—With the Dr. 
Seuss-Flit campaign now in its sixth 
year and promising to go on forever, 
Ted (Dr. Seuss) Geisel is naturally 
more than optimistic about the fu- 
ture of humor in advertising. 


Some of the best and most logical 
uses for humorous advertising are 
being overlooked, in his opinion. 
There are an infinite number of prod- 
ucts that, like Flit, have something 
to say that ought to be said “side- 
ways,” the good doctor believes. 
What the Flit manufacturers had to 
say was, “Our product murders fiies, 
mosquitoes, roaches and other fauna 
even less mentionable.” Obviously, 
such a story, if told directly, would 
never make copy for parlor conversa- 
tion. 


So, Dr. Seuss told the story “side- 
ways.” He embroidered it with in- 
congruity, embellished it with hyper- 
bole, and in doing so achieved the im- 
possible. A gruesome subject became 
amusing and actually did get into 
the parlor. 


“Saying the unsayable” is only one 
function of humor, according to this 
humorist’s way of thinking. There 
are many products that are made to 
order for this type of advertising, 
and in these cases humor should be 
used exclusively. This use is obvious, 
but there is another vast field that 
advertisers seem to overlook. And 
that, says the doctor, is the use of 
humor as a “Rut Remover.” 


Breaks Monotony 


“Perhaps the most useful function 
of humor,” he said, “is to break the 
monotony of long serious campaigns, 
especially if they tend to be serious 
to the point of dullness. Many of 
the soundest advertising campaigns 
appearing today could double their 
effectiveness by a change of pace, get 
a fresh breath of air by a momentary 
switch to humor, and then go back 
to the serious thing. After two or 
three months of humorous copy, ser- 
ious copy which has _ previously 
seemed dull is made to appear sen- 
sational by contrast.” 


The dangers of humorous adver- 
tising? Mr. Geisel admitted that 
dangers there are. Although he be- 
lieves that many advertisers are 
making a mistake by shunning hu- 
mor, he also believes that there are 
some who are making a mistake in 
using it. In this regard he agrees 
entirely with Kenneth Collins’ state- 
ment that “There is nothing funny 
about a Baldwin locomotive.” 


“The advertiser also doubles his 
hazard when he decides to be funny,” 
said this solemn young man who 
delved deeply into the study of 
psychology, literature and economics 
at Oxford, University of Vienna and 
the Sorbonne. “The humorous adver- 
tiser has two tasks: to sell his prod- 
uct and to make the reader laugh, 
whereas the serious advertiser has 
only the selling job to think about.” 

“The advertiser who tries to reach 
the consumer’s heart by way of the 
funny bone runs the risk of missing 
the objective entirely if he fails to 
score a laugh, and it is difficult to 
amuse many people with the same 
piece of copy.” 


Tastes in Humor Differ 


“It is quite a trick to catch the big 
majority. To some, humor means a 
picture of a man slipping on a banana 
peel, or a bridegroom wrecking his 
bridgework on his wife’s first bis- 
cuits. To others, nothing is funny 
unless it is blasé to the point of 
complete inertia.” 


And yet, Dr. Seuss believes it quite 
possible to create laughs that will 


reach a heterogeneous audience com- 
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Ted Geisel, known to millions as 
"Dr. Seuss." 


posed of everyone from farm hands 
to yacht owners. 

So far as the unsophisticated 
reader is concerned, the success of 
the Flit advertising has been due to 
the fact that nearly everyone finds 
the spectacle of a fellow human in an 
extremely uncomfortable or danger- 
ous position exceptionally amusing. 
Mr. Geisel defends this with the ar- 
gument that the laugh springs di- 
rectly from the instinct of self preser- 
vation. 

“We laugh more from a feeling of 
relief and satisfaction that we are 
not the principal in a situation than 
because of anti-social spirit,” he ex- 
plained. “We’re just glad we aren't 
the bartender in the current Fiit 
poster who is about to be assaulted 
by the huge, heavily-armed mos- 
quito.” 

“This element amuses the average 
citizen. But the sophisticated reader 
also gets a laugh out of the picture 
because of its utter incongruity.” 

After giving out this information 
Mr. Geisel, who is as inconsistent in 
his advertising philosophy as his lov- 
able and impossible animals are puz- 
zling to zoologists, looked back over 
the interview and began to doubt 
whether humor should even be talked 
about at all. 


Here’s the Real Low-Down 


“After all,” he said, “you can't 
make rules for success of humor in 
advertising. In the last analysis, it 
all depends on what your public ate 
for breakfast.” 

Since his advent into the advertis- 
ing world in 1927 as the Flit artist, 
Mr. Geisel has served only one other 
national account, the Standard Oil 
Company of New Jersey. Both ac- 
counts are directed by McCann- 
Erickson, Inc., New York, and the 
agency has Mr. Geisel under exclu- 
sive contract for national advertising 
purposes. 

However, the advertising firm has 
no objection to his working on local 
accounts and direct mail and no re 
strictions are put upon his activities 
as a magazine illustrator. 

On this basis he has done point-of- 
purchase advertising and _ sectional 
newspaper campaigns for several 
well-known advertisers. 


McCord Uses New Plan 
to Interest Stockholders 


An unusual plan for engaging the 
cooperation of stockholders and 
bondholders in introducing a new 
product to the market, is being em 
ployed by the McCord Radiator & 
Mfg. Company, Detroit, for a new 
refrigeration product used in homes. 

Since the new refrigeration prod 
uct can be used in any mechanical 
refrigerator, a sample is sent with 
the company’s compliments to all 
stockholders and bondholders who0 
ask for it. 


Dallas Club Observes 


Silver Anniversary 


The Advertising League of Dallas, 
Tex., last week celebrated its silver 
anniversary at its regular luncheol 
meeting. 

The club has not missed a: Tue* 


day noon meeting since its orgal 


ization 25 years agu. 
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WALLACE MOVES 
TO FORESTALL 
PROFITEERING 


May Ask New Label for All 
Wheat Products 


Washington, D. C., July 6.—Possi- 
bility that manufacturers of wheat 
products will be asked to affix an ad- 
ditional label indicating the amount 
of the processing tax was indicated 
here as Secretary of Agriculture 
Wallace moved to prevent undue 
price advances. 

Mr. Wallace informed the Iowa 
Bakers’ Association that a proposed 
advance of from 5 to 8 cents per 
loaf for bread was unwarranted. He 
asserted that the processing tax, 
plus recent increases in the price of 
wheat would justify an additional 
retail charge of only 1% cents per 
loaf. 

The proposed new label to be at- 
tached to finished products by manu- 
facturers or others, will read as fol- 
lows: 

“The processing tax on wheat 
added — cents to the cost of this 
article.” 

In connection with this tax, the 
Bureau of Internal Revenue an- 
nounced the following ruling: 

“Retail dealers will not be required 
to pay taxes on separate retail 
stocks of flour, macaroni, breakfast 
foods, ete., which are sold to con- 
sumers within 30 days from July 9, 
1933, but all retail stocks held on 
July 9, 1938, which are still on hand 
at the end of 30 days from that date. 
are taxable in the hands of the re- 
tailer.” 


Fight Food Amendments 


Meanwhile, the Flavoring Extract 
Manufacturers’ Association made 
known their opposition to any re- 
vision of the Pure Food and Drugs 
Act. Such legislation is scheduled 
to come before the next session of 
Congress. 

B. H. Smith, president of the as- 
sociation, was quoted as being un- 
alterably opposed to what he said 
was an attempt by the Department 
of Agriculture to arrogate new pow- 
ers to itself. 

“For the first time in the history 
of American industry,” Mr. Smith 
said, “the government allots to itself 
the right to control the processing 
and conditioning of food, drugs and 
cosmetics; their labeling and pack- 
ing; the quality of ingredients; the 
censorship of advertising; and the 
promulgation of legal definitions and 
standards with penalties attached for 
violations of the act. 

“Such radical changes take no cog- 
nizance of the problems of our in- 
dustry.” 


Vick Advertising Men 
to Move to New York 


W. S. Dickson, advertising man- 
ager, Vick Chemical Company, 
Greensboro, N. C., will move his 
headquarters to New York late in 
August or early in September. 

All advertising activities of the 
company, with the exception of the 
media department, which will con- 
tinue in Greensboro, will then be 
centered in New York. 


New Biscuit and 
Cracker Firm Launched 


Fred G. Salerno, formerly presi- 
dent of Sawyer Biscuit Company, 
and R. Lee Megowen, formerly secre- 
tary-treasurer of that organization 
and of United Biscuit Company of 
America, have formed Salerno-Me- 
80wen Biscuit Company, 4400 Divi- 
sion St., Chicago. 

The new company expects to begin 
operations within 60 days. 


Represent Agency 


James De K. Brown and Robert L. 
Withrow have been appointed Wash- 
ington and Oregon representatives, 
respectively, for Smith & Drum, Inc., 
Los Angeles agency. 


Test Mint-O-Lene 


John L. Wierengo & Staff, Grand 
Rapids, Mich., are conducting a test 
campaign for Mint-O-Lene, new 
mouth wash and gargle made by 
White Seal Laboratories, Grand 
Rapids. 


New Idaho Daily 


The News-Tribune, a new evening 
daily, will be launched in Cald- 
well, Ida., July 5. F. H. Michaelson 
is editor and Aden Hyde, business 
manager. 


Opens Detroit Office 


News-Week, New York, has opened 
a Detroit office in the General Mo- 
tors Bldg., and appointed R. P. Stew- 
art as local representative. 


HIRAM WALKER 
INVADES U. S. 


Detroit, Mich., July 6.—Hiram 
Walker & Sons, Ltd., of Walkerville, 
Ont., one of the largest Canadian 
breweries and distilleries, and like- 
wise one of the biggest advertisers in 
the Dominion, will invade the United 
States market. A subsidiary, Hiram 
Walker & Sons, Inc., has been incor- 
porated under the laws of the State 
of Michigan, with headquarters in 
Detroit. 

The purpose of the Michigan sub- 
sidiary, according to the articles of 


incorporation, is “to carry on and 
conduct the business of manufacture, 
brewing, distilling, buying, import- 
ing, selling, storing, bartering and 
otherwise trading and dealing in 
beer, ale, porter, stout, wines, spirits, 
aerated water and spiritous, vinous 
and other liquors of every kind and 
description in so far as the same is, 
now or may at any time hereafter 
be permitted by the laws of Michi- 
gan and the United States of 
America.” 


The extension of the company’s op- 
erations to the American side is in 
anticipation not only of the repeal 
of prohibition but also of the prob- 
able importation in the near future 
of liquors to replenish American 
stocks which are rapidly being de- 


pleted as a result of the liberalized 
law governing issuance of prescrip- 
tion liquor. 

Advertising plans are in abeyance, 
according to company officials, until 
American regulations of liquor ad- 
vertising clearly permit such adver- 
tising. Canadian Advertising 
Agency, Montreal, is in charge of the 
company’s campaigns in the Domin- 
ion. Prior to prohibition, a large 
share of the company’s American ap- 
propriation was devoted to trade 
publications. 


Boosts Employes’ Pay 
Westinghouse Electric & Manufac- 
turing Company has inaugurated a 
wage increase of five per cent for all 
employes, effective July 1. 


Exclusive 


Offering... 
642, 


LATCH-KEYS 


.. + symbols of unhindered entry into the 
homes of 642,000 New York families . . . a vast 
army of typically American men and women 
who differ in most of their tastes and resources, 
yet are unanimous in one great preference .. . 
the NEW YORK EVENING JOURNAL. They 
conclusively prove this preference, year in, year 
out, by their outstanding response to its editorial 
features and to the merchandise offered in its 
columns. Not only does the JOURNAL offer 
to you, each evening of the week, the largest 
number of latch-keys to New York homes, it 
also assures a fair reading of your advertising 
. .. for it is with ample justification that the 
JOURNAL is called New York’s BEST READ 


evening paper. 


000 


New York’s BEST READ Evening Paper 


NATIONALLY REPRESENTED BY RODNEY E. BOONE ORGANIZATION 
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The Freedom of the Press 


Although N. W. Ayer & Son, a 
leading and highly respected adver- 
tising agency, have recommended 
that the advertising industry, includ- 
ing publishers and agencies, organ- 
ize under the industrial recovery 
act, ADVERTISING AGE is hopeful that 
this will not be found either neces- 
sary or advisable. 

Printers and other large employers 
of labor serving advertisers will un- 
doubtedly organize, and there is no 
reason why the agencies should not 
adopt a code of practice and have it 
approved by the government if they 
desire to do so; but it seems to us 
that it would be far better for the 
press and for the country to allow 
publications to remain outside the 
scope of the act, insofar as specific 
submission to administrative control 
is concerned. 

The enactment of much important 
legislation in entirely new fields has 
been accompanied by a general dis- 
position on the part of the public, of 
business and of the press to cooper- 
ate, to the extent of helping to make 
the experiments now being tried a 
success. On the other hand, they 
should be subjected to constructive 
criticism which will serve to ex- 
pose their weaknesses and injustices, 
if any such develop, and to dissemi- 
nate promptly information which 
will enable the laws to be amended 
or repealed, if action of this kind 
seems to be necessary. 

The freedom of the press is guar- 
anteed by the Constitution of the 
United States. Under ordinary con- 
ditions there is no question regard- 
ing it, and no particular necessity 
for insisting upon it. Today, how- 


ever, when intelligent study of the 
effect of legislation of almost revo- 
lutionary character is needed, and 
when frank, sound criticism should 
be expressed as the facts indicate, 
it will be a definite advantage to re- 
tain the complete independence of 
the press, and to have the function 
of criticism exercised without any 
sort of possible influence from 
Washington. 

It is true that the administration 
has indicated a disposition to en- 
force the industrial recovery act 
mainly by permitting the industries 
to set up their own codes of practice, 
so that in effect their organization is 
entirely voluntary. Nevertheless, the 
authority contained in the act goes 
far beyond this, and submission to 
it should therefore be accepted with 
all of the possibilities in view. 

Every newspaper, magazine and 
business paper has an opportunity to 
render valuable service in two dis- 
tinct ways: first, by recording the 
facts as they develop in the opera- 
tion of the law, and second, by pro- 
viding a sounding-board for public 
opinion. The benefits of the service 
will be shared by the administration 
as well as by the public and busi- 
ness. 

Such a program does not in any 
way reduce the ability of the press 
to cooperate effectively with the na- 
tional government in accelerating 
business recovery. It increases it, 
and at the same time protects the 
one great safeguard which the coun- 
try needs to prevent the administra- 
tion of the law in ways which might 
ultimately work to the grave disad- 
vantage of the entire country. 


Public Interest in Scientific Facts 


In spite of the fact that Charles 
F. Kettering believes that exhibits 
at the Century of Progress Exposi- 
tion are not properly explained to 
the public, interest in purely scien- 
tific presentations on the part of 
those attending has been remarkably 
keen. Many of those familiar with 
the difficulty of making an under- 
standable exhibition of basic scien- 
tific principles have been amazed at 
the interest and receptivity of the 
crowds which daily throng the Hall 
of Scienee, as well as the exhibits of 
manufacturers who are endeavoring 
to present a scientific background 
for their industrial-process shows. 

There are several reasons for this. 
First of all, we live in a mechanical 
age, and since all machines are op- 
erated through the use of scientific 
principles, the average _ person, 
through the daily use of appliances 
and utilities involving the applica- 
tion of electrical and mechanical en- 
ergy, knows more about the effects, 
if not the principles of science than 


his father or grandfather ever would 
have thought possible. 

Second, the people of America are 
the most literate that ever lived on 
this earth. In spite of all of the 
criticisms of the present educational 
system, a larger percentage of the 
population are able to obtain a larger 
degree of education than ever before. 
More boys and girls of this genera- 
tion go to high school and college 
than ever before. The schools teach 
at least something of the sciences 
and thus impart a general interest 
in and understanding of subjects of 
this character, as well as stimulate 
a healthy curiosity in all of the mys- 
teries of the universe. 

That is why the advertiser stand- 
ing in the Hall of Science and 
watching the throngs of people, old 
and young, crowding around the ex- 
hibits and apparently appreciating 
fully the meaning of what they see, 
can add substantially to his knowl- 
edge of the public which he hopes 
not only to interest but to influence. 


Information 
forAdvertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE, 


No. 468. Fadeless Publicity. 


An interesting presentation show- 
ing the wide variety of sizes, designs 
and colors in which enameled iron 
signs may be secured, and the uses to 
which they may be put. Also in- 
cludes details on cost, method of 
productions, and full color showings 
of signs made by Ingram-Richardson 
Manufacturing Company, by whom 
the book is published. 


414. Iowa Grocery Outlets. 


This directory of Iowa groceries, 
published by Des Moines Register and 
Tribune, contains the name and ad- 
dress of every retail grocer in the 
state, the number of families in each 
county, the daily and Sunday circula- 
tion of the Register and Tribune in 
each county, and also indicates those 
stores affiliated with buying groups 
or chains. Listings are arranged in 
convenient routes in Des Moines and 
certain other cities, and wholesale 
grocers, wholesale fruit and produce 
houses, and chain store buying offi- 
ces are also listed. The Guide is dis- 
tributed without charge. 


No. 431. The Market Chicago. 


This booklet contains complete 
marketing information on the Chi- 
cago area, including population fig- 
ures, break-up by wards, location of 
transportation systems and business 
districts, analysis of buying units by 
wards, distribution of foreign and 
negro population, and summaries of 
wholesale and retail trade in the 
area. Published by Big 4 Advertis- 
ing Carriers. 


No. 448. “Who They Are;”’ “What 
They Own;” “What They Pay;” 
“Are They Buying Now?” 


This interesting booklet published 
by Cosmopolitan Magazine contains 
detailed information on the incomes, 
buying habits, magazine preferences 
and other pertinent subjects of con- 
sumers, based upon 132,527 personal 
interviews made by R. L. Polk & Co., 
with housewives in Pittsburgh, Co- 
lumbus, Fresno, Richmond, Seattle 
and Charleston, W. Va. The booklet 
contains a wealth of detailed infor- 
mation, and many valuable charts. 
It shows the standing of 15 national 
magazines, as indicated by 24 basic 
factors, and also includes 11 other 
factors. 


No. 449. Current Buying Indices 01 
Magazine Readers. 


This booklet, detailing the results 
of a Percival White study of readers 
of nine leading women’s magazines 
contains a wealth of material which 
should interest every advertiser. De- 
tailed tabulations indicate what ap 
pliances each reader has, what types 
of groceries and what brands are pur 
chased, how many members of the 
family are employed, what they do 
and whether they are working part 
time or full time, etc. Published by 
True Story Magazine. 


No. 459. Fawcett Women’s Group. 


An exhaustive and detailed analy- 
sis of the circulation, by cities and 
towns of over 1,000, and by counties, 
of True Confessions, Screen Book. 
Screen Play, and Hollywood, the pub 
lications which make up the Fawcett 
Women’s Group. 


No. 508. The Dellegram, June, 1933. 


This issue of The Dellegram, house 
organ for Dell Publishing Company, 
contains the second “Survey of 
Beauty,” presenting much valuable 
information gleaned from question- 
naires to Modern Magazine readers 
asking their cosmetic brand and price 
preferences. An interesting feature 
is a comparison with the results 
shown by the first survey, made six 
months previously. 


ee | 


LITTLE WILLIE READS THE ADVERTISEMENTS 


—L ife. 


"Aw gee, Mother, | don't wanta grow up and have dishpan hands." 


Voice of the Advertiser 


Hygrade Sylvania Asks 
Customers to “Drop In” 

To the Editor: Enclosed is a 
folder which we hope you will ac- 
cept as a personal message as well 
as an interesting piece of advertis- 
ing. 

Most corporations have a reputa- 
tion for being cold, inhuman, im- 
personal machines, functioning in a 
rarified atmosphere of “big busi- 
ness.” Because we want people to 
know that, under our business skins, 
we really are a rather pleasant, 
friendly lot of human beings, we re- 
cently mailed this folder to a large 
list of radio executives and engineers 
with whom our contacts are ordi- 
narily of a purely technical nature. 
We hope that many of them will ac- 
cept the invitation extended in the 
folder to “drop in’ this summer, and 
that they will carry away with them 
an impression of the friendly inter- 
est and good-fellowship that actually 
exists in our organization. 

I am sending you a copy of the 
folder with the hope that you will 
find it interesting enough for com- 
ment in ADVERTISING AGE, and that 
you will also consider it a real per- 
sonal invitation to stop and see us 
if you are in the neighborhood of 
our plants this summer. We'll be 
sincerely glad to see you, or any of 
the staff of ADVERTISING AGE, and we 
think we'll have some interesting 
things to show you, both inside and 
outside the factories. 


J. M. DEVoE, 
Advertising Department, Hygrade 
Sylvania Corporation, Emporium, 
Pa. 
P. S.: Do bring Copy Cub with 
you when you come to Emporium. 


On 


Decries Efforts to Do 
Away With Premiums 
To the Editor: Right now, with 
the industrial recovery act dominat- 
ing the headlines, much attention is 
being centered upon the fact that 
a series of pronouncements against 
the use of premiums is being in- 
cluded in proposed codes of ethics 
and codes of practice in many lines 
of business. 


The American public has become 
so definitely “premium minded” that 


we do not feel the exclusion of pre- 
miums is in any sense a matter of 
business ethics. The use of premiums 
is so widespread and has so many 
detailed ramifications, that they cer- 
tainly do not comprise unfair com 
petition in any sense. 

As a matter of fact so many large 
and important industries now depend 
upon the creation of premium mer- 
chandise that it is apparent that 
the economic loss created by a dras- 
tic rule against them would certainly 
be far greater than the advantage 
gained. 

We believe that widespread atten- 
tion should be given to this sudden 
and important twist being given to 
the “new deal.” 

Pau H. Boiton, 
President, Bolton Advertising, 
Company, Youngstown, Ohio. 


7" FF ¥ 


Wants Copies of 


Convention Dailies 

To the Editor: Will you be kind 
enough to send to the Adcraft Club 
a complete file of the special issues 
of ADVERTISING AGE which were pub- 
lished at the convention in Grand 
Rapids last week? I find that in 
packing I left some of the copies 
which I had saved for more careful 
perusal in Detroit. 

May I take this occasion to say 
that I think you did a most excel- 
lent job in covering the various fea- 
tures of that gathering. 


Rospert W. ADAMS, 


Business Manager, 
“The Adcrafter,” Detroit. 
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A Better Picture 


To the Editor: I am enclosing 
check for $1 to cover renewal of sub- 
scription for ADVERTISING AGE. 

We, in this office, have found your 
paper to be very interesting and edu- 
cational. Out here we do not come 
in contact with the big agencies and 
big advertisers but their activities 
are always of interest to us. Your 
paper gives a good picture of what 
goes on in the advertising world; 
better than any publication of its 
kind we have read. 

C. Dee Earty, 


Southwestern Bell Telephone Com- 
pany, Topeka, Kan. 
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ADVERTISING AGE 


General Outdoor Adv Co 


WORLDS FAIR BONUS 


OUTDGDR A WERTISING 
DOLLARS/ : 


A Century of Progress Exposition now running in Chicago offers Outdoor adver- 
tisers the biggest bonus it has ever been possible to buy anywhere! 


The minimum estimated attendance at the Fair is 50,000,000, a large percentage 
of whom are out-of-town, added to the normal Chicago market addressed every 
day by Outdoor Advertising in this community. 


What a chance for the alert advertiser to buy extra millions of circulation without 
extra cost! ‘What an opportunity to build new sales among the crowds thronging 
to Chicago during the coming months! 


Outdoor Advertising offers immediate, direct, positive contact with the moving 
millions in Chicago. You can buy this market at no extra cost—through Out- 
door Advertising, colorful, powerful and economical channel to public attention 
and acceptance |! 


Write, ‘phone or wire - - - the full story, in booklet form, is yours for the asking. 


General Outdoor Advertising Co. 


INCORPORATED 


515 South Loomis Street, Chicago, Ill. 
Monroe 6800 
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M ANIF ACTU the campaign. Mr. Whitehorne gave| delivered by the broadcasting sta- CARTOONIST GETS A STEADY JOB 4 
RERS this sketch of present conditions: tion. we 
“There are now approximately 6,- The Radio Manufacturers Associa- 


OF RADIO PLAN 
FALL CAMPAIGN 


New York, July 6.—A concerted 
fall drive for sales is to be made by 
the Radio Manufacturers Association 
with a “Rebuild Radio Prosperity 
Campaign.” The climax will come 
October 2-7 with Radio Progress 
Week, which will see the greatest 
radio broadcasts yet attempted. 

Through this special week, the 
two major branches of the radio in- 
dustry—broadcasting and equipment 
—will be brought into active coopera- 
tion. Manufacturers, distributors 
and dealers will promote the popu- 
larity of radio as a means of selling 
sets. Networks, agencies and adver- 
tisers will be working toward the 
same end with the slightly different 
objective of adding to the number 
of homes which will receive their 
messages. 

Earl Whitehorne, McGraw-Hill 
Publishing Company, has been 
granted leave of absence to direct 


750,000 homes using radio sets that 
are obsolete, while 13,000,000 more 
have no radios at all. Sales curves 
have disappeared into the cellar, cut- 
price competition has destroyed prof- 
its, dealers are disheartened and 
public interest in radio is at low 
ebb. 


Will Canvass All Homes 


“The new campaign will change | , 1 ‘ 
all of this, we hope. The industry is Daily News-Times. 


tion has made a substantial appro- 
priation for the campaign. It will 
direct the organization of local cam- 
paigns and produce display and ad- 
vertising material to be used by 
dealers. 


Indiana Dailies Merge 
The 96-year old Goshen, Ind., Daily 
Democrat has been merged with the 
Dean L. Barn- 


already organizing for a September | art, former managing director of 


sales drive, to be followed by Radio 
Progress Week. The former provides 
for canvassing every home and 
either selling a new set or putting 
the old one in condition with new 
accessories. 

“The latter will induce people to 
get ready for spectacular broadcast- 
ing. Even after the special week is 
over, its results will be felt in the 
renewed popular interest in radio.” 

One of the factors to be empha- 
sized during the campaign is the 
new dependability of radio equip- 
ment, the perfection of its tone qual- 
ity and control and the artistry and 
excellence of modern programs. Ad- 
vertising will assert that no receiv- 
ing set beyond a certain age can 
possibly bring into the home the 
clarity and purity of music as it is 


|the Democrat. and O. M. Kinnison, 


president-treasurer of the News 
Printing Company, are associated as 
co-publishers of the new publication. 


Macy’s Employs Two 

Monroe Green has been appointed 
advertising manager of R. H. Macy 
& Co., New York department store. 

George Bijur, publicity director of 
Bonwit Teller the past two years, 
has become assistant to the publi- 
city director of Macy’s. 


Honor Printers 


An exhibit of rare books includ- 
ing the Kelmscott Chaucer was seen 
by members of San Francisco Adver- 
tising Club at a recent meeting at 
which John Henry Nash and Edwin 
Grabhorn, famous printers, were 
guests of honor. 


SOHIO results 


show that Car -Owners 


respond to.. 


W 


wa ows Station” 


UPER-POWERED .. . next-door neighbor to the nation’s 
population center . . . heard daily by millions — occasionally 
in every city in the land . . . that’s WLW — truly “the Nation’s 


Station.” 


And WLW reaches listeners who can PAY for what they buy. It 
reaches car-owners, the people with money to spend. See the Sohio 
lubricating oilchart. It shows how WLW builds business for clients. 


The comprehensive surveys of the great midwest market, prepared 


T - 
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— _ 
—— 
How WLW Sells Gasoline Near the center 


This chart shows the period when Sohio 

lubricating oil was broadcast over WLW. 

Note the relative growing preference for this 
brand over competing brands. 


of the dial 


by WLW merchandisers, should be 
of great value to those who want to 
sell this territory. These surveys are 
available to any executive of an adver- 


tiser or agency who will address 
WLW on his official letterhead. 


THE CROSLEY RADIO CORPORATION 


POWEL CROSLEY, Jr., President 


CINCINNATI 


4 


x 


Aunt Eppie Hogg, the Skipper, and other well-known Fontaine Fox 

characters who have been lending a hand in the current magazine 

campaign for Westinghouse fans have created so much interest that 

the advertiser has decided to ~ this type of copy on a perma- 
nent basis. 


AUTO CODE MAY 
SOLVE PROBLEM 
OF USED CARS 


Detroit, Mich., July 6.—With the 
National Automobile Chamber of 
Commerce reported to be making 
rapid progress in its consideration of 
a code of competition for production, 
the National Automobile Dealers’ As- 
sociation has already filed with ad- 
ministrators of the industrial récov- 
ery act a schedule of fair competi- 
tion for retailing. 


The code is largely designed to 
eliminate the used car losses that 
have in the terms of the submitted 
agreement, “resulted in the dissipa- 
tion of the large part of the capital 
originally in this industry and an- 
nual losses estimated now at the 
rate of $50,000,000.” 

Under the plan the industry would 
fix the turn-in price of all used auto- 
mobiles “by first giving considera- 
tion to the principle that a used car 
allowance for all models be set at 
the average such cars are marketed 
for in any given district, less 20 per 
cent for overhead and selling ex- 
pense, less the cost of recondition- 
ing necessary to put the vehicle in 
average running condition.” 


Would Have Zones 


Such a price would be revised from 
time to time in accordance with mar- 
ket conditions and fluctuations in 
prices of new cars. 

The retail industry, under the 
plan, would be divided into 25 zones, 
with prices and other matters to be 
agreed upon by district associations, 
each operating independently, but re- 
porting to a central body. 

A committee would be named to 
act as contact between the dealers 
and the government. The duty of 
this committee would be to transmit 
to the administrators of the indus- 
trial recovery act all decisions 
reached by an emergency committee 
made up of one member from each 
of the 25 districts. 

In addition, each local district 
would have a committee to adminis- 
ter selected provisions of the code 
in their territory. 

The marketing plan also provides 
for regulation of false and mislead- 
ing advertising, credit, price-cutting, 


parts discount and “bribery” in the 


form of gratuities to salesmen. Pro- 
visions are also made covering Sun- 
day, holiday and evening closings. 


See Cooperative Copy 


It is stipulated that no code pro 
vision shall be applied in such a 
way as to promote monopolies, per- 
mit unfair competition, eliminate 
small enterprises or discriminate 
against them. 

An unusual provision is that lim 
iting proprietors to 5 per cent net 
profit until 1926 wage levels have 
been restored. Another provides that 
salaries of executives shall not be 
raised a greater percentage than 
those of workers. 

Observers here see in the proposed 
zoning agreement new impetus to co- 
operative advertising between deal- 
ers and manufacturers. 


Columbia Will 
Spend $500,000 
On Advertising 


Atlantic City, N. J., July 5.—Co- 
lumbia Pictures Corporation has ap- 
propriated more than $500,000 for 
advertising and promotion for the 
coming year, 250 members of the 
company’s executive and sales force 
gathered here for a six-day conven- 
tion were told today by Jack Cohn, 
vice-president. 

The bulk of the appropriation will 
go into 162 newspapers in metropoli- 
tan centers, fifteen national maga- 
zines, and 58 Columbia and NBC net- 
work stations, Mr. Cohn said. 

Personnel in Columbia’s west coast 
studios is being increased, he re 
ported, and $14,000,000 is budgeted 
for production activities during the 
year. He made public a long list of 
productions scheduled, the majority 
of which are being adapted from 
stories which have appeared in na 
tional magazines, and from stage 
plays. 


Handy Directs Sales 


E. E. Handy, vice-president of the 
Remington Arms Company, Bridge 
port, Conn., now a Du Pont subsid- 
iary, has been appointed sales man- 
ager of Remington’s Union Metallic 
Cartridge division, with offices in 
Bridgeport. 


Griffin Transferred 


‘Patrick J. Griffin, manager of the 
Chicago branch of Servel Sales, Inc., 
has been named manager of the New 


York branch of that organization. 
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IUCIFER BUTTS 


IS INTRODUCED 
TO SHOE TRADE 


Goldberg Hero Conducts Tests 
on Inner Soles 


Cambridge, Mass., July 6.—Lucifer 
Gorgonzola Butts, A. K., who has 
long delighted newspaper readers 
with his slightly unbalanced ingenu- 
ity, as practiced under the direction 
of Rube Goldberg, famous cartoonist, 
made his debut in the Boot and Shoe 
Recorder this week in behalf of 
Darex Insoles, manufactured by 
Dewey and Almy Chemical Company. 

The advertiser took the front cover 
and three inside pages to introduce 
the professor and “a series of im- 
partial and highly intelligent tests 


designed to prove that you never can. 


tell.” 

About 75 per cent of the space was 
devoted to the crack-brained pro- 
fessor and his tests and only 25 per 
cent to a serious story of the Darex 
Insole. This is believed to establish 
anew standard in trade paper adver- 
tising, which heretofore has been 
written in the belief that when a 
dealer sits down to peruse his busi- 
ness paper, he is thinking strictly in 
terms of dollars and cents and is in 
no mood for foolishness. 


What an Analysis! 


Dewey and Almy and their agency, 
Badger & Browning, of Boston, 
thought otherwise and gave their 
dealer readers many a grin before 
getting down, in the last part of their 
advertisement, to an exposition of 
Darex Insoles. 

Whether Mr. Goldberg wrote the 
copy as well as providing the illus- 
trations has not been divulged. If 
one of the agency staff pinch-hit for 
the Rube, he did an excellent job of 
team-work. He describes Test No. 1, 
“What Is a Leather Insole?” as fol- 
lows: 

“To find out just how good an in- 
sole material leather is we gave a 
hundred or so samples to Professor 
Butts with instructions to go the 
limit. He did. The testing machin- 
ery he invented is probably the most 
intricate, fearsome and _ unreliable 
known to mankind. 

“Luckily the Professor got off on a 
tangent, or there’s no telling how far 
he might have gone. Instead of test- 
in the samples, he spent nearly all 
his time trying to determine exactly 
what is a leather insole. His report 
is enlightening if not entirely accu- 
rate. He says: 

““T find that a leather insole can 
be any one of 3,749 things. It can be 
made from the hide of several spe- 
cies of animal. If the animal has 
been considerate enough to grapple 
with a barbed-wire fence or a brand- 
ing iron, the insole may be gaily dec- 
orated with small ridges and hollows 
—mementos of the encounter. 


Finds One General Characteristic 


“*The insole may be thick or thin. 
It may be from the back or belly of 
the animal, or from the inside or 
Outside of the hide. It may be one 
Piece or anywhere from two to 
twenty pieces stuck together with a 
sticky substance resembling glue. It 
is interesting to note that in digging 
into some samples I came upon card- 
board deposits (what they were do- 
ing there is none of my business) 
and in one case I became danger- 
ously entangled in a net-like ma- 
terial resembling buckram or canvas. 

“For the guidance of shoe buy- 
ers, however, I am pleased to report 
that there is one characteristic by 
which leather insoles can almost uni- 
versally be recognized. Almost with- 
out exception they are brown. 

“In bringing this report to a close 
I am forced to conclude that there’s 
hot a calf in a carload.’” 

The company’s own story is told 
briefly, apparently as an_ after- 
thought: 

“Darex represents progress in in- 


soles. Before we even considered the 
materials to be used in Darex Insoles 
we went out and learned exactly 
what innersole requirements manu- 
facturers, retailers and consumers 
needed. 

Lists Requirements 


“We found these requirements to 
be—in the order of their importance 
—flexibility, free-breathing construc- 
tion, non-cracking, resiliency, 
strength, uniformity, absorbency, 
quick-drying tendency, light weight 
and freedom from foot injuring 
chemicals. 

“Into Darex Insoles we have built 
these requirements in more than suf- 
ficient measure. Darex Insoles aren’t 
as strong as steel, or as flexible as 
rubber elastic or as absorbent as 
sponges. They wouldn’t be good in- 
soles if they were. 

“They do have, in greater measure 
than any other insoles, comfort—the 
soft, resilient feel against a woman’s 
foot that clinches many a sale. This 
comfort is a direct result of a latex 
bonded, felted cotton base—a base 
which only Darex uses.” 


Dollar Line 
Steps Up Its 
Advertising 


San Francisco, Cal., July 6.—Ab- 
sent from the pages of general maga- 
zines since the boom days of 1929, 
Dollar Steamship Lines is now again 
making use of these mediums in a 
summer drive appearing in a sizable 
list of national publications. 

Renewed use of this medium does 
not indicate a reduction in the use 
of newspaper space, which the com- 
pany has utilized consistently 
throughout the depression, but repre- 
sents an increase of approximately 
40 per cent in the company’s adver- 
tising appropriation. 

The decision to increase its adver- 
tising expenditure by almost half 
was made after a thorough study of 
the immediate future for the travel 
industry, which proved to the satis- 
faction of company officials that bet- 
ter business for steamship compa- 
nies may be expected immediately. 

The Dollar Steamship promotion 
efforts are directed by Earl Tanbara, 
advertising manager, and Lord & 
Thomas, San Francisco. 


Speed Registration of 
New Security Issues 


The Federal Trade Commission 
has ruled that in cases where the 
registrant is unable to secure copies 
of the prescribed form for registra- 
tion of securities before July 6, the 
filing date, he may file a registration 
on his own form. 

In such cases, however, the pre- 
scribed form must be filled out at 
least ten days prior to the effective 
date of the act, July 27. 


Buffalo Has Giveaway 


“Everybody’s Store News,” a free 
circulation paper, has been launched 
in Buffalo. Joseph C. Ruszkiewicz, 
publisher of Everybody’s Daily, local 
Polish publication, is president; 
Franklin B. Rogger is secretary and 
treasurer; and John F. Cole, former- 
ly with the Scripps-Howard organ- 
ization, is advertising manager. 


Starts Wine Paper 


Beer and Wine Retailer, a new 
monthly, will make its appearance 
early in August. Louis L. Cron and 
Edward Miller, publisher of Gotham 
Life, are the owners, and Frank J. 
Schwartz is business manager. Of- 
fices are at 225 W. 39th St., New 
York. 


Anderson Takes New Post 


C. A. Anderson, formerly advertis- 
ing manager of Myers Publishing 
Company, Chicago, publisher of a 
number of neighborhood newspapers, 
has joined Pioneer Publishing Com- 
pany, Oak Park, IIl., publisher of su- 
burban papers, as advertising man- 
ager. 


Barrett to KSO 
E. G. Barrett has been named pro- 
gram director of KSO, Des Moines, 
Ia., Register and Tribune station, 


succeeding S. A. Cisler. 


MAXWELL HOUSE 
MAKES BID FOR 
‘ORPHAN’ TRADE 


Defection of Manru Coffee 
Creates Opportunity 


Buffalo, N. Y., July 6.—A unique 
tie-up between Maxwell House Coffee 
and the Schreiber Brewing Company 
was developed here last week, allow- 
ing the former to make a strong bid 
for the abandoned coffee business of 
the brewing company and the latter 
to resume its old operations with 
added good-will. 

The Schreiber Brewing Company 
was formerly one of the country’s 
best known beer producers. With 
the arrival of prohibition, it turned 
to the roasting of coffee and attained 
a strong local position with Manru 
Coffee. Manru, incidentally, was the 
name of its beer. 

With 3.2 per cent beer legalized, 
the brewing company decided to re- 
turn to its old field, abandoning the 


lucrative coffee business it had cre- 
ated. Furthermore, it declined to 
sell its trade-mark, “Manru,” for use 
on coffee. 


A. S. Douglas, alert district sales 
manager of General Foods Sales 
Company, apprised headquarters of 
this situation and was told to exe- 
cute any plan he could work out to 
capture the favor of housewives who 
had been users of Manru Coffee. 


Launch Unique Campaign 


A three-shot campaign in the Buf- 
falo Times and News, with the co- 
operation of Schreiber Brewing 
Company, was the result. In the 
first advertisement, General Foods 
raised its hat to Manru Beer in these 
words: 

“With the return of Manru and 
Kloster Beer July 1, Manru Coffee is 
to be withdrawn from the Buffalo 
market. We raise our hats to the 
passing of this fine coffee and wish 
success to the Schreiber Brewing 
Company as they resume the brew- 
ing operations for which they were 
so justly famous in the past. 

“To you, the thousands of Buffalo 
housewives who have been constant 
users of Manru Coffee for many 
years, and who are now faced with 
the problem of selecting another 
good brand of coffee, we suggest that 
you now try Maxwell House.” 


The Schreiber Brewing Company 


was not to be outdone in courtesy or 
willingness to capitalize an opportu- 
nity. On the following day it ran an 
advertisement saying “We return 
the compliment and join in inviting 
former users of Manru Coffee now 
to try Maxwell House.” 


Carry On the Theme 


It followed with a few kind words 
about Manru Beer, soon to be avail- 
able to the public. 


Maxwell House clinched its argu- 
ment on the third day with another 
advertisement showing a_ Buffalo 
grocer telling one of his customers: 

“I’m sorry, Mrs. Jones, Manru 
Coffee is no longer on the market. I 
suggest that you try that other good 
coffee, Maxwell House.” 

John S. Skelly, assistant national 
advertising manager of the Buffalo 
Times, helped work out the idea. He 
was assisted by Gerald K. Rudolph, 
advertising manager of the Schrei- 
ber Company, who is doing some un- 
usual promotion on his own behalf. 

Since Manru Beer has been styled 
“the King of Bottled Beers,” Mr. Ru- 
dolph held a coronation ceremony 
marking its return to the throne. 


Stanley McQuade Dies 


Stanley V. McQuade, advertising 
manager, Saginaw, Mich., Daily 
News, died this week after a long 
illness. He was 37 years old. 


F 


is the 


PORTLAND, OREGON 


GREAT 


P. M. Saturday 


Buying Peak 
in Portland Food Markets 


. . - according to the grocers’ records. 


@ And we all agree that an advertisement read shortly be- 


fore a purchase is made gains effectiveness. 


The Saturday morning Oregonian reaches Portland women 
as they are making up their grocery lists for the week-end 
shopping. It offers the last opportunity—and the best—to 
tell your story. 


May we send you a copy of next Saturday’s Oregonian, so 
that you may see for yourself what sort of company your 
advertising will associate with? We assure you it is of the 
best, because The Oregonian is essentially a quality news- 
paper—in news, circulation, advertising. 


For Food Advertising-T he Saturday Oregonian 


—— Che Oregomar 


J. T. CROSSLEY, Advertising Director 
National Representatives, VER REE &® CONKLIN, Inc., New York, Chicago, Detroit, San Francisco 


Naticnai Color Representatives, ASSOCIATED NEWSPAPER COLOR, Inc., 
Sar Francisco, New York, Chicago, Detroit, Los Angeles 


AM B*R FO A’S 


NEWSPAPERS 
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Chain Stores Wage Rowland Put tor of districts, will become assistant Industrial Recovery 


CREDIT ERSKINE 
WITH PLAN FOR 
TRAFFIC STUDY 


Goal of Studebaker Chief 
Was Permanence 


South Bend, Ind., July 6.—Albert 
Russel Erskine, president of the 
Studebaker Corporation of America, 
who ended his life here July 1, was 
a sincere believer in advertising and 
research that represented true serv- 
ice. 


An example of the type of work 
which most interested him is the Al- 
bert R. Erskine Bureau for Street 
Traffic Research, established at Har- 
vard University in 1925. While this 
organization was created by the 
board of directors of Studebaker, the 
fact that they gave it the name of 
their president is considered suffi- 
cient proof of the leading role Mr. 
Erskine played in its development. 


If the credit is to be shared, part 
of it should go to Paul G. Hoffman, 
then vice-president of Studebaker, 
and now one of the three receivers. 
The cordial, even affectionate rela- 
tions existing between Mr. Erskine 
and the younger official of the com- 
pany, made it impossible that one 
should harbor such a constructive 
idea without discussing it at length 
with the other before action was 
taken. 


Hoffman Gives Aid 


In recent years, the Bureau has 
been continued in large part through 
the ingenuity and generosity of Mr. 
Hoffman. Both he and Mr. Erskine 
contended that no automobile manu- 
facturer was selling merely an indi- 
vidual unit, but that all were deal- 
ing in satisfactory transportation. 


If the industry were to continue to 
prosper and to make it possible for 
motorists to enjoy their cars, they 
believed, a scientific approach must 
be made to traffic problems and the 
basis laid for their solution. 

The bureau made traffic studies in 
co-operation with the local officials of 
many of the country’s large cities, 
including Los Angeles, San Fran- 
cisco, Kansas City, Boston, Washing- 
ton and New Orleans. It helped de- 
velop many of the traffic controls 
now utilized to keep streams flowing 
steadily and evenly, with a minimum 
of interruptions, and a maximum of 
safety and convenience. 

At present, the bureau, under the 
direction of Dr. Miller McClintock, is 
conducting a study in Chicago of the 
super-highway problem. Dr. McClin- 
tock is director of the study which 
has now been going on for several 
years on the relation between trade 
and traffic, under the joint sponsor- 
ship of Outdoor Advertising Associa- 
tion of America and the Association 
of National Advertisers. 

Mr. Erskine always manifested a 
deep personal interest in the pro- 
gress made by the bureau. He found 
a warm satisfaction in its contribu- 
tions to the industry and the indi- 
vidual car owner, and did not pro- 
test at the Harvard tradition that the 
work and its results must be the re- 
ward of the donor. The unwritten 
law of the university is that such 
good deeds shall not be publicised. 

Mr. Erskine, who was 62 years old, 
was also chairman of the board of 
the Pierce-Arrow Motor Car Com- 
pany. 


Test Wisconsin’s 
Advertising Law 


A test case for Wisconsin’s truth 
in advertising law has been insti- 
tuted in the circuit court at Madison. 
Mrs. Maurice Bloom, operating a 
fruit market, has been charged with 
falsely advertising the grade of on- 
ions for sale in her shop. 

Her husband, appearing for her in 
court, asserted there was no inten- 
tion to publish false advertising, the 
copy being taken from the invoice 
received when the onions were pur- 
chased. 


Fight on Independents 


The Public Food Stores, San Fran- 
cisco, and northern California chain 
grocery system, this week used large 
newspaper space to feature the most 
definitely anti-independent advertis- 
ing copy ever seen in the west. 

Copy illustrated with cartoons 
urged the public to “make every day 
your Independence Day by being free 
of marketing entanglements. Buy 
what you want where you want to 

. - you do not have to take any- 
thing that is sent you, if you buy at 
Public Foods. Pay what you please 
without worrying what the grocer 
thinks of you.” 


Enters New Field 


Frigidaire Corporation, Dayton, 
O., has introduced a line of heavy 
duty air conditioning equipment 
suitable for theaters, office buildings, 
hotels, ete. Heretofore the company 
has concentrated on unit equipment. 


Daugherty Gets Two 


Advertising of United Advertisers, 
Inc., Omaha, Neb., cosmetics, and of 
A’Lure Toilet Goods Company. 
Omaha and St. Louis, has been 
placed with Jimm Dougherty, Inc., 
St. Louis. 


In Charge of 
DeSoto Copy 


Detroit, Mich., July 6.—In a series 
of promotions and appointments to 
the executive staff of De Soto Motor 
Corporation, R. M. Rowland, assist- 
ant general sales manager, has taken 
over direction of the advertising de- 
partment, with the new title of as- 
sistant general sales manager and 
director of advertising. T. G. McCor- 
mick becomes his first lieutenant. 
L. G. Peed continues as general sales 
manager. 


J. F. Boyd, who has been serving 
as Plymouth sales manager for De 
Soto, will be director of districts un- 
der the new set-up, with complete 
supervision over all operations. J. L. 
Ballard will be assistant director of 
districts, and Walton G. Feldstein 
will be attached to this division in a 
sales promotional capacity. Under 
the new order, used car representa- 
tives will also operate under the su- 
pervision of Mr. Boyd’s office. 

D. M. Herrick, who has been direc- 


to the general sales manager, and he 
will be assisted by S. E. Kipp, who 
will also assume the duties of office 
manager. 


Improves “Register” 


The newest volume of Standard 
Advertising Register, published by 
National Register Publishing Com- 
pany, contains two innovations which 
should make this volume of greater 
value to users. The first is the in- 
clusion in the trade name index of 
the page number upon which infor- 
mation about the product may be se- 
cured; the second is that exact ex- 
penditures in magazines and radio 
for the previous year are given for 
each account. 


Michigan Chain 
Store Tax Vetoed 


Lansing, Mich., July 6.—Governor 
Comstock has vetoed the chain store 
tax bill which would have required 
payment of a yearly license fee rang- 
ing from $10 each to $250 each for 
chain stores. 

Terming the bill “vicious legisla- 
tion,” the governor said it “would 
confiscate half the chain stores in 
Michigan.” 


Legislation Analyzeq 


Central Book Company, New York, 
has just published “The National Jy. 
dustrial Recovery Act—An Analy. 
sis,” by Benjamin S. Kirsh, autho 
of “Trade Associations, the Lega) 
Aspects,” and Harold Roland Sha. 
piro. 

The book discusses the provisions 
of the act from the standpoint gf 
industry and labor, and compares op. 
erations under the act with thoge 
under the Sherman anti-trust aget, 
The price is $2.50. 


Kelvinator Prices Up 


Kelvinator Corporation’s price ip. 
creases, announced in a _ national 
hewspaper campaign several weeks 
ago, will range from $2.50 on the 
lowest price model to $51 on the 
highest price model, H. W. Burritt, 
vice-president in charge of sales, hag 
announced. 


Hotel Retains Bissell 


The Roosevelt Hotel, New York, 
has retained John B. Bissell, for. 
merly president of Bissell & Land, 
and more recently vice-president of 
Batten, Barton, Durstine & Osborn, 
as advisory sales counsel. 


NOW—LONGER LIFE. 


THE SHADOW OF A MAN STANDS BEHIND EVERY 


EVERY ISSUE OF REDBOOK EVERY MONTH BRINGS 
THE FAMILY A MAGAZINE VALUE LIKE THIS . . . 


Not a novelette, not a long short story, but a complete 
novel—a $2.00 bookstore value—is now printed in Red- 
book each month. And Redbook’s regular fiction and edi- 
torial features are retained. The first of these new full-length 
novels, complete in the August issue, is the swift, absorbing 
adventure tale, “Tiger Island,” by Gouverneur Morris. 
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July 8, 1933 


ADVERTISING AGE 


PINEAPPLE MEN 


INCREASE PACK 


San Francisco, Cal., July 5.—The 
marketing committee of the Pine- 
apple Producers’ Co-operative Asso- 
ciation, Ltd., has announced that the 
pack of canned pineapple for the 
year beginning June 1, 1933, has 
peen set at 8,000,000 cases. The com- 
mittee pointed out that “last year’s 
pack and carryover of 9,250,000 cases 
has almost entirely passed into dis- 
tribution with the result that it has 
peen difficult for the packers to de- 
liver general assortments for a per- 
jod of approximately two months, 
and further evidence of the strong 
market condition as reflected by this 
statistical movement of the product 
is provided by a national survey just 
completed. This survey, in which 
thousands of consumers were con- 
sulted, shows definitely that the gen- 
eral level of pineapple consumption 
has moved upward during the past 
twelve months. 

“The co-operative will 


continue 


its intensive nationwide advertising 
campaign during 1933-34, under the 
direction of the J. Walter Thompson 
Company, San Francisco, and con- 
templates the coming marketing sea- 
son with every confidence that the 
industry’s present strong position 
will be further consolidated.” 

The association has ratified the 
nine-year marketing plan, and has 
elected the following new officers: 
President, John Waterhouse, Alexan- 
der & Baldwin, Ltd., succeeding El- 
von Musick of Los Angeles; vice- 
president, Alfred Eames, California 
Packing Corporation; secretary- 
treasurer, H. A. Walker, American 
Factors; assistant secretary-treas- 
urer, H. L. Dennison, Association of 
Hawaiian Pineapple Canners. 


Rochester Daily 
Has New Publisher 


Dr. Meyer Jacobstein, former con- 
gressman, announced this week that 
he will resign as president of First 
National Bank and Trust Company, 
Rochester, N. Y., to become publisher 
of Rochester Journal-American Aug. 
1 


Irwin Huber, the present — pub- 
lisher, and former advertising direc- 
tor of the Baltimore News, will re- 
main as Dr. Jacobstein’s assistant. 


Prove Cleveland 
Is Resort City; 
Don White Garb 


Cleveland, O., July 6.—The Cleve- 
land Advertising Club, with the co- 
operation of business and _ civic 
groups, has launched a “Come to 
Cleveland” campaign, the first result 
of which, strangely enough, has been 
a local shortage of white clothing. 

The object of the campaign is to 
impress out-of-towners with the city’s 
advantages as a summer resort, and 
in order to achieve the proper sum- 
mer resort atmosphere local citizens 
were urged to wear white clothes for 
street and business wear. 

Spurred either by a desire to aid 
the drive or by the inordinately hot 
weather, or both, local citizenry re- 
sponded so eagerly to the call for 
white that stocks of leading stores 
were quickly depleted, and late shop- 
pers are having some difficulty in ac- 
quiring the correct garb. 

Charles S. Kelstadt, Sears, Roe- 
buck & Co., is general chairman of 
the committee in charge of the drive. 


Other members include Percy Close, 
Standard Oil Company of Ohio; John 
Wylie, Fuller & Smith & Ross; Sam 
Weisenberger, Halle Brothers Com- 
pany; Harry Howlett, WHK; Mar- 
shall Pumphrey, Kinney-Levan Com- 
pany; 

Charles Eshleman, Griswold Eshle- 
man Company; Horace Treharne, 
secretary, Cleveland Advertising 
Club; H. B. Windsor, Wm. Ganson 
Rose, Inc.; and Sterling Graham, 
Cleveland Plain Dealer. 


Direct Mail Association 
Seeks “Leader” Exhibits 


Dr. Herber Hess, chairman of the 
Direct Mail Leaders Committee of 
Direct Mail Advertising Association, 
has sent out the first call for entries 
in the 1933 exhibit. 

Entry blanks and other informa- 
tion may be secured from the offices 
of the association at 2505 Barlum 
Tower, Detroit, Mich. 


Plymouth Starts Schools 


Plymouth Motor Corporation will 
start 75 business schools in key 
points throughout the country this 
month, with the far-reaching objec- 
tive of developing additional retail 
salesmen for its dealers. 


‘ MORE READERS, FOR 
YOUR ADVERTISEMENT 


Why this extra value for the readers of Redbook 
means extra value for the advertiser 


Redbook now introduces a dramatic change in general 
magazine publishing! A new, complete, book-length 
novel by a famous author is now printed and bound 
with the rest of the magazine each month. This is in 
addition to the regular serials, short stories, articles, 
and departments. 

Already of vital interest to men and women readers 
alike, Redbook now gains added strength. This plus 
value gives Redbook decidedly longer life on the living- 
room table, greater reader interest, bigger value for 
the money, insuring still better results for the adver- 
tisers on its pages. 

Redbook’s rates have not increased. In fact, they are 
less than before. And you can tell your story in Red- 
book to wives and husbands for 30% less than it costs 
to reach women alone through one-sex media. Even 
if you shut your eyes to the value of its masculine cir- 
culation, it would still cost you less to reach women 
alone through the pages of Redbook. 

Use the new Redbook and save 30%. Sell the fam- 
ily and you sell all. Redbook Magazine, 230 Park 
Avenue, New York City. 


SHELL'S HOUSE 
ORGAN BECOMES 
SALES MAGAZINE 


Chicago, July 6.—Shell Petroleum 
Corporation’s new conception of the 
job of the house organ was described 
to the National Industrial Advertis- 
ers Association last week by R. 
Kibby Clark, editor of “Shell Globe.” 
Mr. Clark explained that this 
monthly magazine made its appear- 
ance in January, 1931, as a personnel 
paper. 

“The appropriation for ‘Shell 
Globe’ in 1933 is twice that of 1932,” 
Mr. Clark related. “This decision by 
our management made us realize 
that a new and definite responsibil- 
ity had been placed in our hands. 

“On January 1, we had to begin 
doing a 100 per cent job of selling. 
We were to become exclusively a 
sales-producing medium and results 
were to be checked as carefully as 
those from any other medium. We 
had to prove that the company was 
receiving returns on its investment.” 
’ With this critical scrutiny directed 
on the paper, Mr. Clark proceeded to 
check editorial contents. 


Editorial Content Changed 


“Gone was the copy that had no 
purpose except entertainmnt,” he 
said. “Our joke page became a car- 
toon page with a sales subject as the 
principal theme. Poetry was re 
placed by testimonials. Our editor- 
ials assumed a real sales aspect, re- 
flecting the views of our sales de- 
partment managers.” 

Contest is now confined to stories 
of specific economies effected with 
Shell Products and articles describ- 
ing the merits of the line and how 
it can best be sold, with emphasis 
on “how” and “why.” 

“Instead of merely running a pic- 
ture introducing ‘John Jones, Chi- 
cago salesman who sold a carload of 
motor oil,’” said Mr. Clark, “we now 
make a point of interviewing Jones 
and finding out just how he did it. 
We pass his experience along to 
others in the organization. 

“An accurate lineage record is kept 
showing the amount of space ac- 
corded each department. If any di- 
vision is being neglected, we follow 
it up for sales material.” 


Pretty Girl 
Shows How New 


Fan Operates 


St. Louis, Mo., July 6.—AII. ordi- 
nary electric fans are now obsolete, 
a new campaign of the Edwin F. 
Guth Company will strongly suggest. 
The “Guthfan,” as it is styled, ac- 
tually circulates cool air instead of 
merely stirring it up, as do old- 
fashioned fans, according to the ad-. 
vertising. 

A pretty girl was chosen to dem- 
onstrate the merits of the Guthfan 
in the new campaign. She is de- 
picted in an attitude of alarm as cool 
currents from the Guthfan flutter 
her skirts up around her knes. 

“From time immemorial the pub- 
lic has been kidding advertisers for 
using pictures of pretty girls for no 
reason at all,” said G. Gordon Hert- 
slet, vice-president of the Anfenger 
Advertising Agency, in charge of the 
advertising. 

“Now at last comes an advertiser 
who has a legitimate use for show- 
ing a pretty young lady in his ad- 
vertising, and furthermore has a rea- 
son for showing her legs.” 

The copy, scheduled for The Busi- 
ness Week and Time, stresses the 
added efficiency of employes where 
the Guthfan is in operation. 


Launch New Agency 


Advertisers’ Associates has been 
formed at 24 Washington St., New 
Britain, Conn., by Laurence C. Ed- 
wardson, who formerly conducted an 
agency under his own name. 
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DISPLAY MEN 
TO ADOPT CODE 


Detroit, Mich., July 6.—National 
Display Installation Association will 
be formed at a meeting at the Hotel 
Stevens, Chicago, August 28 and 29, 
it was decided at a meeting of win- 
dow display experts here. The Chi- 
cago meeting will not only form a 
major association in the display 
field, but formulate a code for sub- 
mission to the government under 


the National Industrial Recovery 
Act. 
Window Advertising, Ince. will 


also hold a convention in Chicago on 
August 30-31. 

N. Silverblatt, Display World, Cin- 
cinnati, was elected acting exec- 
utive secretary of the new organiza- 
tion and applications for member- 
ship should be sent to him. 


The tentative code provides for in- 
creased wages, limited working 
hours, and the outlaw of unfair trade 
practices. 

Besides Mr. Silverblatt, the fol- 
lowing are in charge of plans for 
the Chicago meeting: John Sanders, 


Neighborhood Stores Display Serv- 
ice, Chicago; E. J. Stefan, Stefan, 
Inc., Milwaukee; and Sol Fisher, 
Fisher Display Service, Chicago. 


Kunsky-Trendle Issues 
Tabloid Newspaper 


Kunsky-Trendle Broadcasting Cor- 
poration, Detroit, operating seven 
stations on the Michigan Radio Net- 
work, issued a tabloid newspaper 
giving much data on the stations of 
the network, for distribution to 
those attending the A. F. A. sessions 
at Grand Rapids, and also for distri- 
bution to listeners. 

Copies may be secured from the 
company’s office in the Madison 
Theater Bldg., Detroit. 


Henri, Hurst Gets Two 


Accounts of the S. O. S. Company, 
maker of scouring pads, and of Ed- 
ward Hines Lumber Company, both 
of Chicago, have been placed with 
Henri, Hurst & McDonald, Inc., Chi- 
cago. 


Carl Groat Heads 
“Cincinnati Post” 


Carl D. Groat, formerly editor of 
the Youngstown Telegram and at 
one time news editor of the United 
Press, has been named editor and 
president of the Cincinnati Post, a 
Scripps-Howard newspaper, succeed- 


ing Frank W. Rostock, who is retir- 
ing. 

Mr. Groat will be succeeded at 
Youngstown by Lowell Leake, for- 
merly managing editor of the Tele- 
gram. 


Liquor Paper Resumes 


Mida’s Criterion, liquor and wine 
trade journal founded in 1884 and 
suspended in 1919, will shortly re- 
sume publication as a monthly. It 
will be published by Gillette Pub- 
lishing Company, Chicago. Lee W. 
Mida, son of the paper’s founder, will 
be editor-in-chief, and Marshall Rei- 
nig will be business manager. 


Form Engraving Firm 


Sefton, Seidel and Farris, Inc., has 
been organized in Toledo, O., to take 
over the assets of Medbury-Ward En- 
graving Company. Owners are Wm. 
Sefton and Fred J. Seidel, formerly 
in the sales department of Medbury- 
Ward, and Clarence Farris, formerly 
production superintendent in the lo- 
cal plant of Jahn and Ollier Engrav- 
ing Company. 


Joseph Hale Dies 


Joseph E. Hale, district sales man- 
ager for Butterick Publishing Com- 
pany, died from the effects of a fall 
from a loop office building in Chicago 
this week. He was 34 years old. 
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VOLUME on 


in his Building Supply Store 


A FEW HOME APPLI- 

ANCES SOLD BY LUM- 

BER AND BUILDING 
SUPPLY DEALERS 


Air Conditioners 
Automatic Coal Stokers 
Bathroom Cabinets 
Cedar Chests 

Coal Chutes 
Disappearing Stairways 
Fireplace Fixtures 
Garbage Receivers 
Garden Furniture 
Humidifiers 

In-a-door Beds 

Ironing Boards 
Kitchen Cabinets 


that 


The 


Oil Burners 
Package Receivers 
Radios 


Here is an additional market for 
Home Appliance manufacturers 


yet it offers a profitable outlet for 
the sale of your product. 
market is the modern lumber and 
building supply dealer. 


dealers of today are not selling 
just so much lumber, plaster, ce- 
ment, etc. 
home complete. 
watching the pages of their own 
trade publication in their search 
for new products that go into the 
home to increase its mechanical 
efficiency and which will enable 
them to ring up additional sales 
on their cash registers. 
number of dealers have already 
added Home Appliances and most 


is practically unscratched— 


That 


lumber and building supply 


They are selling the 
And they are 


A large 


shows but one of many articles 
that have appeared in “the deal- 
ers’ own paper” which describes 
the manner in which lumber and 
building supply dealers are mer- 
chandising and pushing Home 
Appliances. 


If competing manufacturers have 
beaten you to the usual dealer 
channels in certain cities, towns or 
villages, why be barred from busi- 
ness which would normally go to 
you? 


A good secondary dealer- 
ship is the local lumber and build- 


ing supply dealer. 


BUILDING SUPPLY NEWS and 
HOME APPLIANCES offers 


Home Appliance manufacturers 


an intimate and valuable contact 


with nearly 9,000 aggressive dealers 
who will gladly sell your product. 


Septic Tanks 
Stainless Steel Sinks 
Swings 


Vacuum Sweepers 
Ventilators 

Wall Safes 
Washing Machines 
Window Shades 
Etc., Etc., Etc. 


interesting is the fact that they are 
actually piling up huge volumes of 
sales with these additional lines. 
This development is spreading 
quite rapidly. 


The page from BUILDING SUP- 
PLY NEWS reproduced above 


These dealers are the leaders in 
their field—excellent outlets for 
your product, reaching millions of 
home owners and prospective buy- 
ers of home appliances. Ask us 
to tell you more about the full 
sales possibilities for your product 
in this wide-open market. 


BUILDING SUPPLY NEWS 


& 


AND 


HOME APPLIANCES 


59 East Van Buren St. 


CHICAGO 
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WELCH DASHES TO THE LADY'S RESCUE 


“A FREAK REDUCING FAD | 


ALMOST RUINE 


© 
was on the verge of acomplete 
akdown. With dizzy spelis, heart palpitation, 
y gone, P 


My husband's sister, a graduate 
me I was crazy. ‘‘Dieting,"’ she 


Pasteurized Grape Juice for high calory foods. 
Then you'll lose weight, but keep healthy." 


MY HEALTH” 


nurse, told 
said, “doesn’t 


"But Welch's Grape Juice is sweet and sweets 
gre tenening, © I said. “Notalways,"* she replied, 


fat. Besides, its potassium tends to remove 
unnecessary water from the body's tissue." 


Start right in today 


I bought Weich’s, drank it (reely. Following the 
Welch Way to Weight Control was simple and 
easy. after pound and never felt 
better in my life. Today my weight is normal, 


tinue—; 


with proper diet, fat disappears, energy increases. 
Foeste ey teem report that the Weicn Way 
to Weight Control has made them more vigor- 
ous alert than they had 


experience the wonderful diff 


theWelch way to weight contol 


The Welch Way is quite the most pleasant re- 
Sere Physici Cc it 


metl . se 
because Welch's satisfies that craving for sweets 
and rich, fattening foods. i 


is Certified-Pure and Pasteurized. It contains 
mo adulterants, ne synthetic flavors, ne artificial 
coloring, ne preservatives, mo water, and above 
all, ne tartaric acid. Lowest price in 35 years, 
FREE! Mx! covpee tor let, “Keeping Your 
pL the Welch Wartte Welch Ax: ‘alls you bow ta 
felt in years. —— pies : 

wi 


Taken in connection 


ELCH'S sacs 


IMPORTANT: _Be sure to insist on Welch's, | eneenencgenenemeneneaeennennenenene 
my figure girlishly slender. Why don’t you try because the Welch Process that r 1 fon 
oh w Control" the bottled juice the healthful properties of ripe 
Wale Way to Weighs nedllcsad grapes so essential to the system. Only Welch's t ov... 


JUICE 


GRAPE 


One of the unique pieces of copies in the new newspaper campaign 
of Welch Grape Juice Company. This copy occupies 500 lines. 


WELCH'S SEEKS 
NEW MARKET AS 
REDUCING HELP 


Also Held Foe of Anemia in 
New Campaign 


Westfield, N. Y., July 6.—In the 
largest newspaper campaign in its 
history, Welch Grape Juice Company 
is waging a determined effort to 
make grape juice in general and 
Welch’s in particular, the favorite 
drink of women and children every 
month in the year. Heretofore, 75 
per cent of all grape juice sold has 
been consumed in the three summer 
months. 


While the advertising, concentrated 
in metropolitan newspapers through- 
out the country, takes advantage of 
this seasonal popularity, it is being 
given the mission of converting hot- 
weather users into regular drinkers 
of Welch Grape Junce. 

The campaign has a dual theme and 
one or the other is certain to inter- 
est every woman in the country. The 
first appeal is to her regard for her 
own beauty and health, the second 
to her maternal instincts. 

Thus one series of advertisements 
tells women how to reduce their 
weight with no loss of attractiveness 
or energy, and the second how to 
build up red-blooded children. The 
campaign is remarkable for the ver- 
satility displayed. Almost every con- 
ceivable type of copy is utilized and 
it runs in several different space 
units, varying in size from “readers” 
of 100 lines to dialogue copy of 500 
lines: Most of the latter occupies 
the full depth of the page, while an- 
other favored unit is four columns 
on 110 lines, or almost square. 


Hits at Reducing Methods 


The campaign hits out boldly at 
many of the reducing methods which 
have been extolled in the past. One 
newspaper advertisement is headed, 
“A Freak Reducing Fad Almost 
Ruined My Health.” The copy is 
written in the first person, purport- 
ing to be the story of a woman who 
adopted drastic measures to reduce 
her weight and was stopped only in 
the nick of time by advice from a 
trained nurse. This copy is given 
authenticity by the use of photo- 
graphs instead of drawings. 


This series features “the Welch 
way to weight control.” It offers a 
booklet, “Keeping your weight 


down,” which gives weight-reducing 
menus in which Welch’s Grape Juice 


and newspaper copy explain that the 
sugar in Welch’s Grape Juice is sim- 
ple grape sugar which is predigested, 
hence not stored by the body as fat. 

On the other hand, the product is 
described as possessing many pos- 
itive virtues, such as “iron for lovely 
complexions and magnesium for lux- 
uriant hair. Its neutralizing salts 
counteract acidity and prevent acido- 
sis by rendering the blood more 
alkaline. 


Appeals to Mothers 


“It is superior to orange juice as a 
hemoglobin or red corpuscle restora- 
tive. Hemoglobin carries oxygen for 
the blood. And oxygen is necessary 
for energy.” 

In this paragraph is found the key 
to the campaign designed to sell 
Welch’s to the nation’s mothers. 
Copy and a second booklet offered to 
this class assert that “Welch’s ranks 
favorably with mother’s milk in pro- 
tein content.” 

The campaign, which will run 
throughout the summer, is being 
placed by H. W. Kastor & Sons Ad- 
vertising Company, Chicago. 


Onion Soup Is 
Introduced by 
Hormel Company 


Austin, Minn., July 6.—Canned 
onion soup, the newest item in the 
line of George A. Hormel & Co., is 
being introduced in test markets 
with a special deal by which a can 
of the new product is given free 
with three cans of Hormel vegetable 
soup at 39 cents. 

The special deal is featured with 
an attractive red, white and blue 
carton large enough to hold the four 
soup cans. 

The color scheme for the carton 
was adopted in order to emphasize 
the fact that the soup is prepared in 
French style. 

Introduction of onion soup and 
plans for national distribution of the 
product are something of an innova- 
tion, since this type of soup has 
never been packed and sold on a na- 
tional scale in this country. 


Ballyhoo Is Banned 


The Marshalltown, Ia., police chief 
and mayor have declared war on 
automobile parades with shrieking 
sirens, the use of loud speakers in 
the streets and in stores, and other 
types of attention-attracting devices 
which create noise. Violators are 
subject to 30 days in jail. 


Clark Wins Promotion 


Lee A. Clark, formerly assistant 
manager of the sales planning divi- 
sion of Frigidaire Corporation, Day- 
ton, O., has been named sales promo 


plays a leading part. Both booklet 


tion manager for that company. 
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JOIN IN ADVERTISING CELEBRATION 


Among the hundreds of advertising men and women who attended 

the Advertising Day luncheon at Pabst Blue Ribbon Casino, and the 

dedication of the advertising theater at Chicago's world's fair June 

30 were R. B. Upham, Chicago's city comptroller, A. D. Lasker, 

chairman of the oe Lord & Thomas, and Gilbert Hodges, chair- 
man of the board, Advertising Federation of America. 


AYER HEAD ASKS 
ACTION ON CODE 
FOR ADVERTISING 


(Continued from Page 1) 
ligation to reconsider its traditional 
policy of independence. 

Mr. Fry was further quoted to the 
effect that he believed the act af- 
forded the advertising industry a 
great opportunity but that he had no 
specific recommendations for inclus- 
ion in the code. He likewise de- 
clined to say at this time how agen- 
ties could meet the first requirement 
for consideration of a code, i. e., 
guarantee that its adoption would 
definitely and substantially increase 
employment. The “unfair direct and 
indirect trade practices,” it appeared, 
referred to rebating part of com- 
missions. 

The spokesman added that the re- 
sponse to the letter had been very 
pleasing, but that no date was being 
set for the general meeting that the 
invitation implied would be in order. 
The typical context of the associa- 
tions’ replies to Mr. Fry expressed 
interest and the willingness to con- 
fer with representatives of other 
groups whenever an invitation was 
forthcoming. The answer of the 
A. A. A. A. took the form of a visit 
from Mr. Benson today. 


See Early Adoption 


Advertising leaders here were most 
interested in Mr. Fry’s implied defi- 
nition of the advertising industry as 
all businesses which derive their ma- 
jor revenues from advertising in 
any form and the opinion he ex- 
pressed to ADVERTISING AGE that it 
would be possible to secure consid- 
eration of an advertising code by 
the industrial recovery commission 
in much less time than six months 
if prompt action is taken. 

It has been the consensus here for 
the past month that it would be im- 
possible to take the matter up with 
the federal commission in less than 
six months. 

Developments of this week indi- 
cate, however, that consideration of 
group codes can be secured in short 
order once the businesses concerned 
agree among themselves. 

This may be adduced from the fact 
that Mr. Kobak, who has excellent 
sources of information and advice at 
Washington,, has been busy the past 
week with media and_ service 
groups, assisting them in devising 
codes of the kind the new legislation 
Specifically calls for. 

He told ApvERTISING AGE today 
that the A. F. A. would continue to 
tender this service to all advertising 
organizations. He also said it was 
his opinion that the commission does 
hot expect one code to apply to all 
divisions of advertising but that each 
group would be required to submit 


its code separately and that the writ- 
ing of a master code would be re- 
quired for the self government of the 
industry as a whole. 


Divergent Views 


Apparently, this last also agrees 
with Mr. Fry’s view, which is, seem- 
ingly, that if advertising is to benefit 
from the new legislation, all inter- 
ests must organize into a compact 
governing body. The administra- 
tion’s viewpoint in this particular 
was clearly defined this week in in- 
structions issued to the apparel in- 
dustries. 

This interpretation has encour- 
aged the agency field, as counsel has 
been of the opinion that the act 
could not be applied to agencies as 
a separate group. While a ruling is 
yet to be made, it seems that asso- 
ciations of personal service or pro- 
fessional service companies, such as 
legal, architectural and engineering 
firms, and _ possibly, advertising 
agencies, would not be included in 
the scope of the act, unless organized 
together with the industry of which 
they are a part. 


Take No Action 


New Orleans, La., July 6—A 
special meeting of Louisiana Press 
Association at Alexandria was ad- 
journed this week after the body had 
approved the suggestion of National 
Editorial Association that no action 
be taken under the provisions of the 
industrial recovery act. 

The group expressed opposition to 
“any and all plans for licensing 
newspaper publishers or any other 
act of administration that in any 
manner may operate to abridge the 
freedom of the press.” 

The four local dailies agree with 
this attitude, it is understood. 


Tighten Tavern Rules 


Wisconsin restaurants cannot be 
both candy shops and taverns, the 
state attorney general has ruled. 
The opinion holds that if a confec- 
tionery store is operated in connec- 
tion with a restaurant the establish- 
ment comes within the limitation for- 
bidding issuance of a tavern license 
to any concern doing any other busi- 
ness except that of a restaurant or 
hotel. 


Furriers Advertise 


The Furriers’ Guild of Hartford, 
Conn., which has attracted much at- 
tention in its industry through its 
program of cooperative advertising, 
has voted to continue the advertis- 
ing with an increased appropriation, 
most of which will be spent for edu- 
cational copy in MHartford news- 
papers. The Randall Company is 
the agency in charge. 


Avoids Receivership 


A petition for a _ receivership 
against East Oklahoma Publishing 
Company, operating nine eastern 
Oklahoma newspapers, has been dis- 
missed by the district court at Sal- 
lisaw because of insufficient evidence. 


Start Second 
Test in Plan 
For Recovery 


New York, July 6.—The second 
test of the National Recovery Cru- 
sade’s plan for stimulating business 
was begun in Rochester, N. Y., this 
week under favorable auspices. 

Bernarr Macfadden, who is back- 
ing the movement until an organiza- 
tion can be set up to carry it for- 
ward, received the following tele- 
gram of appreciation from the Ki- 
wanis Club of Rochester when the 
campaign opened yesterday. 

“Today’s meeting of Kiwanis his- 
toric as President Spear said in 
broadcasting sentiment in meeting 
via WHAM. Address of Sherman 
Rogers opening national recovery 
campaign was most inspiring mes- 
sage ever delivered before this club 
or to citizens otherwise. 


“We believe in campaign thor- 
oughly and are cooperating to make 
it effective in other cities where our 
clubs are active instrumentalities for 
public service. We thank you for 
this contribution to progress.” 

The first test of the campaign plan, 
made possible by the financial sup- 
port of Mr. Macfadden was made in 


Elmira, N. Y., as reported in the July 
1 issue of ADVERTISING AGE. 

The first phase of the drive in that 
city was concluded last week and it 
has been judged highly successful. 


Muir Is Named 
To Assist Work 
Of Gen. Johnson 


(Picture on Page 16) 

Washington, D. C., July 5.—While 
some publishers and advertisers have 
assumed that the appointment of 
Malcolm Muir, president, McGraw- 
Hill Publishing Company, as a 
deputy administrator of the national 
recovery act indicates the intention 
of the administration to immediately 
ask advertising and publishing inter- 
ests for submission of a code or 
codes, this is not the case. 

The ruling has been laid down 
that deputy administrators will not 
be permitted to conduct hearings for 
industries in which their primary in- 
terests lie. 

A Cross-Section 


In announcing the appointment of 
Mr. Muir, who has been with Mc- 
Graw-Hill since 1905, and has been 
president of the company since 1928, 
the administration said: 


“Mr. Muir’s appointment represents 
a “horizontal’ cross-section of indus- 
try, due to his intimate acquaint- 
ance with the problems of the ‘capi- 
tal goods’ and machinery groups as 
chief executive of McGraw-Hill 
magazines, and past president of the 
Associated Business Papers. Mr. 
Muir was also a member of the Na- 
tional Committee for Industrial Re- 
habilitation and chairman of its New 
York board, thus having been active 
in industrial recovery a year before 
the new law was enacted. 

“Mr. Muir is also director of the 
National Publishers’ Association, the 
American Arbitration Society, the 
Advisory Board of the Army Ord- 
nance Association for the New York 
district, and a director of the Mer- 
chants’ Association of New York.” 

At the same time that Mr. Muir 
was proposed as a deputy adminis- 
trator by Gen. Johnson, Lucius R. 
Eastman, president, Hills Brothers 
Company, New York, and president, 
American Arbitration Association; 
and Prof. Alonzo E. Taylor of Stan- 
ford University were proposed as 
members of the consumers’ advisory 
board. 


Buys Indiana Daily 
Merrill D. Dionne, Plymouth, Wis., 
has purchased the Daily News, Al- 
exandria, Ind., from Kenneth J. Sul- 
livan. 


ING: RICH 


ENAMELED SIGNS 


Put yourself in the place of the man on the 
street to whom you address your national ad- . 
vertising. Suppose you have sold him on the 
advantages of your client’s product ... he 
wants to buy the product. Where can he buy 
it... whosells it. . . are questions that im- 
mediately arise in his mind. An Ing-Rich 
Enameled Sign will show him the way. Here is 
the vital gap that can be bridged most effective- 
ly with everlasting Ing-Rich Enameled Signs. 
They ‘‘get their man”’ at the point of sale and 
they form a perfect tieup to your advertising 
whether it be national or restricted. May we 
send you a copy of our booklet — ‘‘Fadeless 


Publicity’? 


BEAVER FALLS: 


INGRAM-RICHARDSON MANUFACTURING COMPANY 
PENNA. 
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REGULATIONS FOR 
SECURITIES COPY 
ARE PROMULGATED 


Broadcasts Must Be Submit- 
ted in Advance 


Washington, D. C., July 7.—Five 
copies of the form of advertising 
prospectus to be issued with refer- 
ence to a security must be filed with 
the Federal Trade Commission along 
with the registration statement re- 
quired by the new securities law, 
the Commission announced in reg- 
ulations governing operation of the 
new law released late yesterday af- 
ternoon. 


Broadcasts Must Be Submitted 

When a prospectus is to take the 
form of a radio broadcast it must be 
placed in writing, and five copies of 
it must be filed with the Commis- 
sion at least five days before it is 
broadcast or made public in any 
other form. The offered price and 
the date of issue are to be included 
in the prospectus submitted. 

There shall be inserted in a con- 
spicuous part of advertising pros- 
pectuses, the Federal Trade Commis- 
sion’s regulations provide, a _ state- 
ment the language of which is pre- 
scribed by the Commission, showing 
that “neither the fact that such reg- 
istration has been filed with the Com- 
mission, nor the issuance of this 
prospectus under the rules and regu- 
lations prescribed, shall be deemed 
a finding by the Commission that 
this prospectus is true and accurate 
on its face, or omits to state a ma- 
terial fact or to mean that the Com- 
mission has in any way passed upon 
the merits of, or given approval to, 
such prospectus or the security men- 
tioned therein.” 


May Condense Data 

The information set forth in the 
prospectus, the Commission has 
ruled, except as to the latest balance 
sheet and the profit and loss state- 
ment for the latest fiscal year, “may 
be expressed in condensed or sum- 
marized form and need not follow 
the numerical sequence of the items 
of information required in the reg- 
istration statement, provided that 
such condensation and rearrange- 
ment shall not omit any item of in- 
formation which may be material or 
may be necessary in order that the 
other statements contained in the 
prospectus shall not be misleading.” 

Giving a specific list of items in- 
cluded in the registration statement 
which may be omitted from the pros- 
pectus, the Commission’s rules fur- 
ther provide that “all information re- 
quired by this rule to be included 
in a prospectus shall be placed in a 
conspicuous part of the prospectus 


FAMOUS OLD PRODUCT IS GIVEN BRAND NEW DRESS 


Old and new containers for Libby's Corned Beef. The background is 
some of the early advertising for this well known foo 


Lidby. Me Ney? z bib a C 
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composed of reproductions of 
q item. 


in type as large as that generally 
used in the body of the prospectus.” 


Copies Available 


Copies of any and all information 
filed in connection with a registra- 
tion statement will be available to 
the public on request and upon the 
payment of a charge of 20 cents per 
photostated page and 15 cents per 
typewritten page. 

Within ten days after a security 
is actually offered to the public the 
registrant is required to file with the 
Commission a_ statement setting 
forth the actual price at which the 
security was offered. If there is a 
difference between that price and the 
proposed price as set forth in the 
registration statement, a brief ex- 
planation of this difference must ac- 
company the statement. 


Frank B. Noyes Passes 


Three Score and Ten 


Frank B. Noyes, president of the 
Associated Press and publisher of the 
Washington Star, celebrated his 70th 
birthday Friday at his summer home 
at Winter Harbor, Me. 

The veteran publishing leader is in 
excellent health and foresees many 
years of unlimited business activity. 


Adds New Washer 


Blackstone Manufacturing Com- 
pany, Jamestown, N. Y., pioneer 
washing machine maker, has an- 


nounced a new model of one-piece 
construction. 


COPYWR 


N 
TER 


W! ARE looking for a young woman with areal future as 
a copywriter. Qualifications: a talent for writing; at 
least several years of business experience preferably, but not 
necessarily, in advertising; analytical power; creative 
ability; maturity of judgment; sound business sense. If you 
are this woman, if you are willing to take a series of tests 
to prove it, write to us. Your letter will be held strictly 
confidential. Tell us everything about yourself that we 
need to know. Positively no interviews at this time. 


J. WALTER THOMPSON COMPANY 
410 North Michigan Avenue, Chicago 


60-Year Old 
Libby Product 
Gets New Label 


Chicago, July 7.—Following ex- 
haustive tests in England, Libby- 
McNeil & Libby have changed the 
label of their famous canned corned 
beef. The new symbol is being intro- 
duced in this country in connection 
with the company’s sixtieth anniver- 
sary celebration. 

The new label features the famil- 
iar blue pyramid, emblem of the 
Libby products, against a white 
background. The old label was red, 
black and yellow. 

The experiment was tried out three 
years ago in the United Kingdom 
where the Libby Cooked Corned Beef 
business is very extensive. The con- 
servative English trade and consum- 
ers, noted for their adherence to old 
and established methods and cus- 
toms, furnished an excellent “test- 
ing-ground.” At the end of the first 
year the company found that its 
sales showed a material increase, 
which has been maintained. 


Old Copy Recalled 


The announcement, made by the 
advertising department of Libby, 
MeNeil & Libby, recalls one of the 
most interesting merchandising and 
advertising stories in the food world. 
The firm’s early advertisements, in 
the form of colored pictures about 
five inches long by three inches 
wide, showing Libby’s Corned Beef 
being used by people in all parts of 
the world, carried the story of this 
now-famous product on the back of 
railroad time tables, on merchants’ 
bill heads, and various other printed 
forms. 

One of these interesting old pic- 
ture cards shows Alpine climbers 
with the readily-recognized Libby 
Corned Beef can carried in their 
packs; another, explorers in the fro- 
zen north including Libby’s Corned 
Beef in their provisions; another, 
farmers in the fields lunching on 
Libby’s Corned Beef. Others re- 
verted to Shakespeare, showing Cae- 
sar, giving instructions that Cassius 
be fed Libby’s Corned Beef to take 
away “that lean and hungry look,” 
and Romeo offering Juliet a can of 
Libby’s Corned Beef as a token of 
his affection. 


Crump Gets Two 
Advertising of Protected Milk 
Products Company and its affiliate, 
Castle Ice Cream Company, has been 
placed with Murrel Crump Advertis- 


ing Company, Kansas City, Mo. 


GOODRICH ENDS 
CHISELING DRIVE 


Akron, Ohio, July 7.—Heralding 
the conclusion of a successful cam- 
paign to eliminate the business 
“chiseler,” the mechanical rubber 
goods division of B. F. Goodrich 
Rubber Company is using a spread 
in the July issue of Business Week 
to report on the results of its effort 
to prove the value of maintaining 
prices, quality and wages. 


Captioned “battle hymn of the 
republic,” the two-page advertise- 
ment reproduces the nine previous 
advertisements in the series, which 
depicted the ruinous consequences of 
chiseling prices, prostituting quality 
and cutting wages, and explains how 
the campaign was inaugurated and 
the remarkable results which have 
been achieved. 

Pointing out that war on the 
chiseler has now become the “battle 
hymn of the republic,” with victory 
already partially achieved, the his- 
tory of the unique campaign, which 
appeared in the industrial and busi- 
ness press, is outlined in the final 
advertisement. 

“The original chiselers campaign,” 
copy says, “was released by the me- 
chanical rubber goods division of the 
B. F. Goodrich Rubber Company—on 
March 15, 1933. Its objects were to 
inaugurate an aggressive crusade 
against price-cutting, to promote the 
proposition of buying on value as 
against price, and to attract the sup- 
port of the trade press and other 
manufacturers of like mind. 

“No illusions were entertained as 
to what a single leader might hope 
to accomplish; and the results there- 
fore exceeded all expectations—they 
were immediate and_ gratifying. 
Executives who direct the destinies 
of many national enterprises wrote 
to endorse this crusade—many of 
them describing the effective meas- 
ures they themselves had taken to 
boycott the chiseler. The business 
press devoted much editorial space 
to discussions of the issue, and 
other manufacturers took up the 
theme in their advertising. 

“Goodrich is happy to have had a 
leading part in such a crusade and is 
grateful to those who have given it 
the strength of their support.” 

Copy for the unique series, which 
appeared in a long list of industrial 
and business papers, was prepared 
by the company and its agency, 
Griswold-Eshleman Company, Cleve- 
land. 


A.D.A. TO WAR ON 
DISTRIBUTING BY 
WIRE COMPANIES 


St. Louis, Mo., July 6—At the 
third annual convention of the Ad. 
vertising Distributors of America ip 
session here today a motion wag 
passed that a committee be appointed 
to frame a resolution which shal] 
register the protest of the Advertis. 
ing Distributors of America against 
telegraph companies engaging in the 
distribution of samples or advertis. 
ing materials, protesting also that 
these companies have enjoyed a mon. 
opoly as public utilities. 

The resolution when formally 
worded will be presented for consid. 
eration and probable action in one 
of the business sessions of the con. 
vention, which ends Saturday. 

The motion to have the resolution 
framed was made by Jean Blum, 
president of the Advertising Distrib 
utors of Los Angeles, and San Fran- 
cisco, who is also president of the 
Advertising Distributors of America, 
Mr. Blum was speaking from the 
floor in the afternoon session which 
was in charge of Roy Ziegenfuss, con- 
vention chairman, and president of 
Triple A Advertising Carriers of 
St. Louis. 


Code May Clear Up Situation 


While it is understood that under 
the national recovery act all indus 
tries are formulating their codes of 
fair practices and these may, when 
approved, take care of the situation 
in which the advertising distributors 
and telegraph companies have been 
in competition, it was nevertheless 
the desire of convention delegates to 
have the resolution passed setting 
forth their view as a matter of 
record. 

The action to have such resolu 
tion framed followed an address on 
“Legal Distribution,” by H. & 
Gratch, attorney for Big 4 Adver 
tising Carriers, Chicago. 

In discussing the legal aspects of 
distribution, Mr. Gratch said that 
courts have generally held that a cok 
lateral enterprise engaged in by 4 
public utility must not be entirely 
foreign to the purpose for which the 
utility was organized and chartered. 

He had also pointed out that the 
codes of fair practices to be formed 
and approved may automatically 
take care of any competitive situa 
tion as it affects advertising distrib 
utors. 


New Publication for 
Plumbing Trade Starts 


Times-Review, a semi-monthly 
news and picture tabloid for the 
plumbing, heating and air condition: 
ing fields, has been launched by 
Heatherton-Collins-Wolff Publica 
tions, 239 W. 30th St., New York. 

Harold A. Heatherton, for 25 years 
with Plumbers Trade Journal Pub 
lishing Company, is president; Treve 
H. Collins, for ten years editor of 
Plumbers Trade Journal, is vice 
president and editor; and Harold W. 
Wolff, former pottery manufacturer, 
is treasurer. 

Charles Heinz, formerly eastern 
advertising representative for Plumb 
ers Trade Journal, has joined the 
sales staff. 


Cutajar Writes Series 
on Plane Merchandising 


Charles J. Cutajar, vice-president, 
Briggs & Varley, New York agency, 
will contribute a series of six ar: 
ticles on the marketing of aircraft to 
Aero Digest, New York. 

The first appears in the current is 
sue and deals with general aspects of 
the problem. 


Carroll Rheinstrom 
to Speak July 13 


Carroll Rheinstrom, vice-president 
of Liberty, will address the Associa- 
tion of Advertising Men, New York, 
at a dinner meeting July 13 at the 
Hotel New Yorker. 

His subject will be, “Getting Your 
Copy Read.” 
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ADVERTISING AGE 


Mr. Hartigan Is Right! 


The best place to tell advertising men 
is in the advertising trade press 


Joseph J. Hartigan, vice-president and space buyer for the Campbell-Ewald 
Company, one of the great advertising agencies of the country, made some 


pointed suggestions in addressing the Promotion and Research Managers’ Asso- 


ciation at the Grand Rapids Convention of the A. F. A. June 28. 


“He urged strongly that the newspapers use the publications read by 
the advertising fraternity,’ Mr. Hartigan said, as quoted in the July 1 issue of 
ADVERTISING AGE. “Without mentioning any by name, he made the 
obvious suggestion that the proper papers to carry the advertising of newspapers 


*are those read by advertising men, and this is not difficult to discover, he said.” 


The Detroit agency expert made No. 4 of a decalogue for promotion men 
this recommendation: “Include advertising trade publications in your adver- 


tising scheme.” 


Publication promotion, whether of newspapers, magazines, or business 
papers, should start in the advertising trade press. It is basic. It reaches 
those whose duty it is to study advertising and who naturally turn to the adver- 
tising publications as a means of keeping informed regarding developments in 
the field. And the cost, compared with other methods of doing the job is 


remarkably low. 


Right now, when so many advertisers are planning new campaigns, and 
when so many agencies are studying fall schedules, is a good time to take Mr. 


Hartigan'’s advice. 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 
330 West 42nd Street, New York 537 South Dearborn Street, Chicago 


3, 1933 pS ee 13 ie 
hee 
fae 
ae 
toe 

ees: 
ee 
a 
ae 
ane 
ilies 
oor 
, e if 
ie 
ae 
am 
| Cae 
ae 
ie te 
bios 
ee else 
ee 
rere, 

ie 
ae 
pepo 
ee 
ae 
ores 
; ma 
ee . _ 
ae 
ae 
ee 
seo 
ie 

(* 

ps fe; 
a 
poh 
cd aalia ic 
ee 
igh re 
| 
sR 
ea 
a4. 
tee 
BR. 
aes 
ce es, : tS eg A ae, "ee rs Se er eT CMM ee Ses a ? 7>  eNC Ses e ce ae el GMI ORR SEE ay Be Be 
ee = ee ec oy aaa ee -RRR O  oSe  e A 5, cA cere OORT las MRIS CoM EM 0 RUE ct syieneien = ee 

Eide yee ae ee ES 5 Rp ms RS URIS ER A a cae Ny es ee pamela See ee em gee ke 

De ly eR Gay ee SRN REE nas AOR RR EME rere Puen co) oe Bes ioe SPR N. ate ie hes a Ni te 0. 7 ee ren ae Bei ne ie ie peace RG aes ee cotearee AE Wyeeeaeemerre aeeeis ee kas 

a ew Pee mu POR + ce sag) Cimon se yee eae ee en eer ee po eee OE a ER ETN Sy eae meaiieg |e 2 21 eA ee ee np ran meet ammeter | yA Piers ae ee IS cs Beas ma m 

So Ni gears ie es a Ba eRe ee || eae y «Nie cl Re ek UALGMS ileal ee es. gs ape <a ees 20 are sr anees Mi oy hie eee Lae is tate ieee arte Ny ia sae 2 eee ee Bie eee wie Ba 2 ere i iat Rage > Atenas a 

<2 pte a +e ue Bee a eee ae Or cnt ee BA Biden oo pe e a Rae eo a ee Liga : ee: ee ees rr ja APs Calg oc inner ee ee > Reese Se fe eee 5 — See alias RENEE i em oF SS salad 


14 


ADVERTISING AGE 


July 8, 1933 


Manufacturers 
Cooperate in 


Dual Contest 


New York, July 6—Ten manufac- 
turers of products distributed 
through drug stores are co-operating 
in a “prosperity campaign” insti- 
tuted by Selling and Service, a drug 
paper. The special drive will run 
through July and August and prizes 
will be given both to consumers and 
the retailers. 

The public will be awarded 331 
prizes totaling $4,350 for the best 
letters, and the druggists will divide 
53 prizes aggregating $1,000 for the 
best window displays featuring the 
eleven chosen products. For every 
photograph entered in the contest, 
the dealer will be given $5 worth of 
the featured goods. 

An interesting feature of the pro- 
motion is that some of the manufac- 
turers participating are competitors. 
Lambert Pharmacal Company, for in- 
stance, will be represented in the 
contest by Listerine Shaving Cream, 
while the tooth paste rights go to 
the Forhan Company. 

Others cooperating, with the 
product to be featured, are Johnson 
& Johnson, Modess, and Tek Tooth 


Brushes; Zonite Products Corpora- 
tion, Zonite; Feminine Products, 
Inc., Perstik; E. Griffith Hughes, 


Inc., Kruschen Salts; Conrad Razor 
Blade Company, Conrad blades; 
Crystal Corporation, Outdoor Girl 
Face Powder; W. F. Young, Inc., 
Absorbine, Jr; Bauer & Black, Blue 
Jay Corn Plaster. 

The druggists are being provided 
with display material, heralding the 
“Prosperity Campaign.” Since the 
contest is confined to readers of the 
drug paper, however, there will prob- 
ably be no consumer advertising 
other than the window cards pro- 
vided free. 


Howard Donahue Dead 


Howard A. Donahue, until recently 
account executive with Campbell- 
Ewald Company, Detroit, died at his 
home in Pleasant Ridge, Mich., July 
1 after an extended illness. He was 
34 years old. 


TAKES NEW POST 


L. T. Wallace 


Chicago, July 7.—L. T. Wallace has 
resigned as vice-president in joint 
charge of the Chicago office of Mc- 
Cann-Erickson, Inc., to become vice- 
president of Aubrey & Moore. The 
name has been changed to Aubrey & 
Moore & Wallace, Inc. 

Mr. Wallace opened the Chicago 
office for McCann-Erickson in 1924. 
Other associates who accompany him 
to his new agency are Otis Beeman 
and F. D. Ibbett. 

Raymond Atwood, a director and 
vice-president of McCann-Erickson, 
will be in sole charge of the Chicago 
office as a result of the change. 


Radio Stations Start 
Own News Service 


New Orleans radio studios smart- 
ing under a drastic injunction issued 
by Judge Walter Gleason in favor of 
the daily newspapers, which pre- 
vented the stations from picking up 
news from the early and late edi- 
tions of the local papers, are organ- 
izing their own news services. 

WWL is sponsor of the City News 
Service, covering both local and 
wire dispatches. Advertising will be 
solicited in connection with the news 
broadcast. Irving Victor is the com- 
mentator. 


your daily newspaper. 


tion every week ! 


Don’t Borrow—Read Your Own 
Copy of Advertising Age! 
Advertising Age costs no more per copy than 


Enter a personal subscription for yourself and 
be sure of having up-to-date advertising informa- 
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GASOLINE WAR 
FLAMES AGAIN 
ON WEST COAST 


Five Leaders in New Bid for 
Supremacy 


San Francisco, Cal., July 6.—The 
battle for gasoline supremacy on the 
Pacific coast broke out with renewed 
fury this week as Shell Oil Company 
of California, Standard Oil Company 
of California, Union Oil Company, 
Associated Oil Company and General 
Petroleum Corporation unleashed re- 
serves in the form of new advertis- 
ing smashes. 

The Shell campaign, featuring the 
new Super-Shell gasoline, is using 
full-page and 1,500-line space in more 
than 100 newspapers in the west. 
Outdoor advertising and radio are 
supplementing the newspaper guns. 

President G. Legh-Jones addressed 
Shell employes at their annual con- 
vention by radio, the public. being 
merely an interested bystander. He 
repeated his admonition of a year 
ago: “The way to regain prosperity 
is to deserve it. To deserve it calls 
for confidence, vigorous effort and 
cooperation. 

The Shell advertising says that the 
new product was introduced in the 
east, where motorists paid a three- 
cent premium. It is now being 
offered to western motorists without 
a premium. E. H. Sanders is the 
Shell advertising manager, and the 
J. Walter Thompson Company, San 
Francisco, is placing the copy. 


Others Are Active 


Standard Oil Company of Califor- 
nia is expanding its weekly radio 
symphony with the use of time-sig- 
nals and other service features. 
Newspapers are carrying a campaign 
with the slogan, “Standard Is Unsur- 
passed.” McCann-Erickson, Inc., is 
the Standard agency. 

Union Oil Company of California 
has been far from idle. Full pages 
in newspapers are telling the motor- 
ing public that Union 76 Gasoline is 
the only one which has seven pre- 
mium qualities with no extra charge. 

This sensational offer is made: “If, 
after you try ten gallons of 76, you 
do not recognize an improvement 
over any first-grade gasoline you 
have used, just return your receipt 
and we will refund the amount of 
your purchase in cash.” 

D. E. Forker, advertising manager 
of Union, is said to have conceived 
this convincing method of selling. 
Lord & Thomas handle the account. 

Associated Oil Company is pro- 
ceeding at a more demure pace, 
with a campaign for Flying A Gaso- 
line. 

General Petroleum Corporation of 
California is introducing a new Four- 
Star Gasoline through the good offi- 
ces of Pegasus, the famed winged 
horse of mythology. His flying fig- 
ure dominates every advertisement 
in the series. Double trucks in color 
carry this apparition. 


Artwork Dominates 


The choice of the symbol is a 
happy one, officers of the company 
point out, since it has already been 
used internationally by Socony- 
Vacuum Corporation, of which Gen- 
eral Petroleum is the Pacific Coast 
subsidiary. 

The artwork is easily the domi- 
nant characteristic of the campaign, 
copy being held to thirty words or 
less. A blazing head tells the reader, 
“A New Symbol Flashes Across the 
Western Sky,” and the remainder of 
the copy merely lists the new fuel’s 
four outstanding characteristics, 
higher octane, greater mileage, 
quicker starting and faster pick-up. 

“Fill Up Your Tank—Let Your En- 
gine Decide,” is the slogan used. 

The opportunities created by the 
new symbol are not overlooked. A 
box in each piece of copy offers Pe- 
gasus hats to every boy and girl 


who ask for them. Pegasus again 
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NEW STARS RISE IN WESTERN OIL SKY 


@ Pegasus... the Flying Horse . 
World-Wide Secony-Vacuum Symbol 


GASOLINE 


*Faster Pick-Up 
*xGreater Mileage 


Fill up your Tank - - Let your Engine Decide 
GENERAL PETROLEUM CORPORATION OF CALIFORNIA 


SOCONYT-VACUUM COMPANY 


Typical newspaper copy for General Petroleum Corporation, one of 
the companies which is playing a leading part in the current west 
coast gasoline war. 


occupies the front of the stage on 
more than 600 twenty-four sheet 
posters. Service stations throughout 
the company’s territory strike the 
same note. More than 85 tons of 
wooden and cardboard cut-outs, 60 
tons of metal station shields, 20 tons 
of banners and 10 tons of streamers 
were erected at stations, which are 
equipped with 300 Pegasus hats. 

Radio advertising is just as heavy, 
with two new programs being added 
to the weekly “Memory Lane” sketch. 
One of the new offerings will be 
broadcast five nights weekly. 

General Petroleum Corporation ex- 
ecutives give an interesting account 
of the reasons for the selection of 
the name, ‘“Four-Star Gasoline.” 
Aside from the fact that the four 
stars represent the four major quali- 
ties of the new fuel, they point out 
that a full general in the United 
States Army wears four stars; the 
same symbol is used by a popular 
magazine to denote the best in mo- 
tion pictures; and there are four 
stars in the constellation of Pegasus, 
named after the winged horse. 

Smith & Drum, Los Angeles, is in 
charge. 


Animated Names Jones 


Harry A. Jones, Ltd., Los Angeles, 
has been appointed Pacific coast rep- 
resentative for Animated Advertising 
Displays, Inc., Detroit. 


M. Patterson, 
Lucky Strike 
Alumnus, Dead 


Riqghmond, Va., July 6.—The recent 
death of Malvin C. Patterson recalled 
an almost forgotten chapter in the 
evolution of Lucky Strike, the fa 
mous brand of the American To 
bacco Company. 

After graduating from the Univer- 
sity of Virginia, young Patterson 
joined his father, Dr. R. A. Patter- 
son, in the tobacco business. Dr. Pat- 
terson developed the Lucky Strike 
brand for a smoking tobacco. His 
company was later merged with the 
American Tobacco Company and 
Malvin Patterson became vice-presi- 
dent in charge of the smoking to- 
bacco department. 

Later, Patterson formed a tobacco 
company under his own name and 
put vigorous efforts behind a brand 
of smoking tobacco known as Mato- 
aka. While he met with consider- 
able success, the brand gradually 
faded out of public memory as its 
advertising waned. 


Oklahoma Has Tax 


The Oklahoma one per cent gen- 
eral sales tax becomes effective 


July 8. 


contracts, $5,102,000, 


methods and their costs. 


before they compute their bids. 
42nd St., 


and others that bring the week’s total to $8,511,000. 


Important construc- 
tion contracts awarded 
week ending July 6 


Type Value For Awarded to 
OS  FRerrre Rm. ee eee eee Lane & Goes Co. 
eee 225,000. .Schmidt Brewing Co......... Lindgren-Swinerton, Inc. 
Pier Repairs .... 54,800. .Calif. Harbor Comm......... = B. McGowan 
Highways ....... BOR SOL. EY. FEV. COMM. 6 occ ccccc cece Separate contracts 
aS 2,025,844. .Middle Rio Grande Cons. Dist.Own organization 
y+ EE, Sia aac DOG, GOO. .UGUMENT Wie Sons cccccsvccce Sidley Constr. Co. 
Grain Elevator .. 125,000..A. T. S. Fe R. R............ John S. Metcalf Co. 
aa 905,000. .Tannin Corp, .....0..cccecee C. S. Juell 
Curbing & Paving 89,000. ‘Collinsville. nc a. sagt Jos. Kesl & Sons 
Highways ....... LY me OS) A eee Separate contracts 
eee 1,000,000. .St. John LS ..+- St. John D. D. & S. Co. 


Public, $3,409,000; private 


These successful bidders are among the 45,000 engineers and contractors who 
comprise the engineering-construction industry that the administration has en- 
trusted with the responsibility for restoring employment. 
bids these men must have all the latest information about equipment, materials, 
The time to make them familiar with your products is 

Ask McGraw-Hill Publishing Company, 330 West 
New York, how little it costs to do this. 
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PABST STARTS 
BEER CAMPAIGN 
IN MAGAZINES 


(Continued from Page 1) 
of metropolitan newspapers, with 
Budweiser copy also shortly to ap- 
pear in an almost equally long list 
of national magazines. 

All of this indicates that the 
brewers are finding that the produc- 
tion problem is fairly easy to solve, 
but that the sales angle is a tougher 
nut to crack. They are looking for 
ward to the time when the beer 
fancier may have his choice of a 
dozen brands and are striving to get 
the jump on their competitors in the 
long race for preference, 

Budweiser, whose advertising is 
handled by D’Arcy Advertising Com 
pany, St. Louis, is showing a liking 
for full pages in newspapers. In 
some cases, however, the dailies are 
receiving contracts stipulating a 
minimum use of 5,000 lines, and are 
receiving something less than full 
pages. Every indication is that this 
minimum will be exceeded in almost 
every case and that six instead of 
two pages will be used. 

The first advertisement in the 
Budweiser series told the reader that 
“Budweiser welcomes America back.” 
It hailed the return of the art of 
good living and “the freedom to en- 
joy life and to surround it with the 
sociability and hospitality that gen- 
erations before you enjoyed.” Bud- 
weiser, “The King of Bottled Beer,” 
is made in a brewery covering 70 
city blocks, the advertisement said. 

Budweiser is also indulging in 
heavy metropolitan outdoor show- 
ings. 


Canadians in Chicago 


Chicago, July 6—Though expend- 
ing comparatively little advertising 
ammunition, at least a score of Ca- 
nadian ‘breweries are now repre- 
sented in Chicago, one of their rep- 
resentatives tok ADVERTISING AGE. 

Thus far, the public has been will- 
ing to concede that Canadian brew- 
eries, which have never been forced 
to produce near-beer, are entitled to 
the premium charged. Eventually, 
however, the Canadian representa- 
tives may be forced to give some ex- 
plicit reasons as to why their lines 
are to be preferred. 

Kingsbury Breweries Company, 
the new name of the old Manitowoc 
Products Company, of Manitowoc, 
Wis., has completed the private sale 
of 147,500 shares of capital stock, be- 


SUMMERTIME 
IN NEW YORK 


At this skyscraper hotel, 
in the social centre over- 
Central Park, 

find pleasant 
- cool restful 
nights. 
$3aDay - $17aWeek 
and up for single room, 
private bath, radio. For 
double room, $5 a day, 
$25 a week. All rates 
include Continental 
Breakfast. 

Write for Booklet AA 


BARBIZON-PLAZA 


101 WEST 58th STREET 
CENTRAL PARK SOUTH. N. Y. 


Guest Roof Deck. 


BUDWEISER BLANKETS THE COUNTRY 


in 1776... Liberty rang out th 


tp duo land foe the Geet tis 


in 1876. ;..vpweiser made its bow 10 the American public. 
in 1933... Both came back to you, in epirit and in substance. 


The art of good living returns — the freedom to enjoy life and to 
surround it with the sociability and hospitality that generations 


before you enjoyed. 


Today America realizes that something more than beer is back. The 


I 


SOM 


ETHING MORE THAN BEER 


Budweiser 


KING OF BOTTLED 


ANHEUSER+ BUSCH, INC., $26 West 18th St., Chicago Branch 
TELEPHONE HAYMARKET 4760 


BEER 


Full-page newspaper copy for Anheuser-Busch's famous product, 
which is appearing in a long list of metropolitan newspapers. Na- 
tional magazine copy for this product is scheduled for early release. 


ing the first corporation, it is said, 
to accomplish this operation under 
the requirements of the new securi- 
ties act, designating the scope of the 
information to be furnished buyers. 

Sale of the stock involved no new 
financing, however, as all stock was 
purchased fram present holders. The 
new name corresponds to the com- 
pany’s leading brand, “Kingsbury 
Pale.” 

In addition to a circular giving de- 
tailed imformation regarding’ the 
company’s capitalization, operations 
and earnings, the reports of a New 
York firm of brewery consultants 
and of another firm of consulting 
engineers, were made available to 
prospective purchasers. 


Shows Jump in Earnings 


The cireular cast light on the 
jump im earnings which resulted 
from 3.2 per cent beer. For the five 
months ended May 31, 1933, net in- 
come amounted to $182,656. This 
almost equals net for the entire year 
of 1932. The month of May provided 
the difference, net earnings in that 
month alone being $107,719. 


The circular also contained the in- 
teresting statement from Schwarz 
Laboratories, Inc., that “at the pres- 
ent time the demand for beer ex- 
ceeds the available supply. It is in- 
dicated this condition may continue 
for some time to come. Therefore, 
without any seasonal variation in 
the quantity of beer consumed by the 
public, the three breweries of the 
company, now operating at a com- 
bined rate of slightly over 20,000 bar- 
rels per month, will be able to meet 
a demand for at least 240,000 bar- 
rels per year.” 


GIVES 


The Standard Advertisin 
the STANDARD 
The Register - Revision Service - Agency 


SOLEMNLY ! 
We Declare 


THE STANDARD ADVERTISING REGISTER 


THE ESSENTIAL DETAILS OF 


NATIONAL ADVERTISING ACCOUNTS 


It is issued arranged by 


Product Grouping or Geographically 


You can have your choice 
Register has been 
or 18 years. 


List - Weekly Reports etc. 


— All in Handy Compass — 
GET THE REGISTER .... GET BUSINESS 
National Register Publishing Company 


OFFICES 


853 Broadway, New York 
7 Water St., Boston 


140 So. Dearborn St., Chicago 


235. Montgomery St,, San Francisco 


Plymouth July 
Drive Biggest 
In Its History 


Detroit, Mich., July 6.—Having al- 
ready shipped and sold more cars 
this year than in the entire year of 
1932, Plymouth Motor Corporation 
is following up with the largest July 
advertising campaign in its history, 
J. B. Wagstaff, director of advertis- 
ing and sales promotion, has an- 
nounced. 

While daily newspapers will be 
the basic media, magazines, radio 
and outdoor advertising also will be 
utilized. 

Striking photographic type ads, 
showing pictures of owners and tell- 
ing what they think about their new 
Standard and De Luxe Plymouth Six, 
will feature newspaper and magazine 
copy. 

Outdoor advertising is appearing 
in 2,000 towns, while radio is con- 
fined to spot broadcasting of elec- 
trical transcriptions. 

The newspaper and magazine copy, 
through owners’ testimonials, empha- 
sizes Plymouth’s exclusive mechan- 
ical features, a combination of 
which, it is declared in the copy, can 
be found on no other low priced car. 

The advertising campaign itself is 
being backed up through the efforts 
of Plymouth’s advertising depart- 
ment and field men. Dealers and 
salesmen are supplied each week 
with new sales ammunition, and 
bulletins are sent every few days to 
Plymouth’s national sales organiza- 
tion, apprising the men of latest 
sales and production records. 

The Plymouth account is directed 
by J. Stirling Getchell, Inc. 


City Would Make Beer 


Officials of Ardmore, Okla., have 
petitioned the state attorney general 
for advice on the legality of proposed 
plans for the manufacture and sale 
of beer by the municipality if the 
July 11 election legalizes manufac- 
ture and sale of the beverage in the 
state. 


Fountain Takes New Post 

Lester R. Fountain, formerly ad- 
vertising manager of Architectural 
Forum, has joined Barr-Erhardt 


Press, Inc., New York, as vice-presi- 
dent. 


Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); mini- 
mum, $2. 


SALES MANAGER WANTED 


National organization with 50 
branch offices wants thoroughly ex- 
perienced sales manager. Man must 
have broad experience in the sale of 
tea, coffee and general food stuffs. 
Must have excellent record and be 
between 35 and 45. Man selected 
must be able to build business to 
big sales efficiency. Salary commen- 
surate with ability. Box 358, ADvEr- 
TISING AGE, Chicago, 


POSITIONS WANTED 


ADVERTISING SAGE—with a 
“Magna Cum Laude” from large 
eastern university, leading advertis- 
ing agency and longtime national ad- 
vertiser. Full experience with all 
phases of foreign and domestic ad- 
vertising. Box 359, ADVERTISING AGE, 
New York. 


Procter & Gamble 
Feature New Masks 


Procter & Gamble Company, Cin- 
cinnati, O., are using space twice 
weekly in 185 metropolitan news- 
papers to announce that they are dis- 
tributing 3,000,000 of the comic strip 
masks developed by Einson-Freeman 
Company as premiums to purchasers 
of Camay soap. 

While retailers are at liberty to 
fix their own sales plans, it is sug- 
gested that one mask be given free 
with each purchase of six bars of 
Camay. 


Linsert Is Advanced by 
American Writing Paper 
Richard F. Linsert has been named 

advertising manager of American 

Writing Paper Company, of Holyoke, 

Mass., to fill the vacancy caused by 

the recent death of Alexander Forbes, 

whose assistant he formerly was. 
Chauncey H. Cooley, formerly con- 
nected with the company, but more 
recently in charge of advertising and 
manager of sales for Taylor-Logan 

Company Papermakers, Holyoke, has 

been appointed assistant to Mr. Lin- 

sert. 


C. & N. W. Aims Direct 
Mail Pieces at Women 


Chicago & North Western Railway 
broke away from tradition recently 
with the mailing of several thousand 
circulars addressed to women in Chi- 
cago and suburbs. 

The folder, altogether unlike most 
travel literature, was called “Inti- 
mate Letters from Marie to Helen,” 
and purported to tell, in a series of 
letters, of the experiences of Marie 
in achieving a vacation in Yellow- 
stone. 


No Tax on Papers 


Newspaper sales are not taxable 
under the new Michigan three per 
cent sales tax, M. Thomas Ward, as- 
sistant attorney general, has ruled 
following a conference with news- 
paper circulation managers at Lan- 
sing. Newspapers are a service and 
not tangible commodities, he held. 


Now “The Farmer” 


Ontario Farmer, Toronto, will 
change its name to The Farmer, ef- 
fective with its August issue. The 
change will more nearly describe the 
function of the paper, which circu- 
lates in Quebec and the maritime 
provinces as well as in Ontario. 


Design. 
Installation 
Operation 


Maintenance 
in 


Industry and 
Large 
Buildings 


1900 Prairie Ave., Chicago 


35 


building product manufac- 


turers advertised exclusive- 
ly in The Record (inthe 
architectural field) during 
the first six months of 1933. 


THE ARCHITECTURAL 


RECORD 


F. W. Dodge Corporation 
119 West 40th St. New York 


FW, epee. net. 
'VE FOUND 
THE BEST 

HOTEL VALUE 

IN NEW YORK 

CITY 


~* 


Just think... a mod- 
ern, new hotel, in the 
heart of New York— 
200 feet from Broad- 
way on 45th Street. 
A room and bath for one, 
$2.50; for two, $3.50. 
It's the 
\S\ PICCADILLY 


45th STREET end BROADWAY @ NEW YORK 
‘t}tam Madlune Ung fir 
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Color Ben Day Process 
Printing on Newsprint; 
Your Plates or Ours 
Shopping News — Cleveland, 1@) 


Business in Chicago is going 


quick increase in sales. 


BIG « 


A PREMIUM MARKET 


cities. The World's Fair is making business good in all retail lines. 
The direct-to-the-home advertiser should cover Chicago now for a 


Let our organization give you the facts. 


ADVERTISING CARRIERS 
20 EAST 8'" ST. CHICAGO 
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PHOTOGRAPHIC 
REVIEW OF THE 
WEEK 


IVORY LAUNCHES DRIVE ON NEW FIELD 


Attractive tube and carton for Ivory shaving cream, new product of 
Procter and Gamble, which is now being introduced through the 
drug trade. 


THE DOORMAN VENTURES A SUGGESTION 


“Pardon me, but a dash | 
of Wildroot will clean 
up that dandruff!” 


Dandruff tells the world that you are neglecting your scalp. 
And dandruff kills hair. That’s why so many men have formed 
the sensible habit of a daily massage with Wildroot. Try it! 


witproort the quaraniced WAIR TONIC , 


ON THE AIR —Vee Lewnhore and Johnny Seagle, every Sunday afternoon, N. B.C. Networks 


Your best friend may not tell you, but the doorman will, current 
magazine copy for Wi hair tonic suggests. 


HARDY TEXANS, GROWING YOUNGSTERS ARE DR. PEPPER'S PATIENTS 


wads 


[TAKE MY ENERG 


One of the current posters for Dr. Pepper Company which is being shown in 800 towns in 16 states 

in the company's territory. The “energy” theme, personified by the slogan, "Drink a bite to eat af 

10, 2 and 4 o'clock,” is being carried out in current outdoor and news 
Tracy-Locke-Dawson, Inc., Dallas, Texas. 


HEADS CLUB 


H. S. Metcalfe, director of pub- 
lic relations, West Penn Power 
Company, has been elected presi- 
dent of the Pittsburgh Advertising 
Club. Joseph F. Schewe, adver- 
tising manager, B. K. Elliott Com- 
pany, is vice-president; J. A. Culli- 
son, advertising manager, National 
Fireproofing Company, secretary, 
and Fred W. Morgan, advertising 
manager, Bell Telephone Com- 
pany, treasurer. New directors 
are D. J. Coullie, Alling and Cory 
Company; Robert F. Heywang, 
American Type Founders Com- 
pany, and W. Hunter Snead, Ed- 
win L. Wiegand Company. 


AIDS GOVERNMENT 


Malcolm Muir, 
Graw-Hill 
New York, who has been named a 
deputy administrator of the na- 


president, Mc- 
Publishing Company, 


tional industrial recovery act, 
under Gen. Hugh Johnson, ad- 
ministrator of the act. (Story on 


page !1.) 


AT ADVERTISING DAY FESTIVITIES 


Edgar Kobak, president, Advertising Federation of America, Basil 
Church, chairman, Chicago Advertising Council, and Grover 
Whalen, president, Advertising Club of New York, at the Advertis- 
ing Day luncheon at A Century of Progress last Friday. 


paper copy, placed through 


INTRODUCING THE PUBLIC TO DIESEL TRACTORS 


To the “Caterpillar” Tractor's advan. 
tages of track-type traction, light tread 
and sure grip ow all sails, is now added 
the ability to work on cheaper fuel—and 


gives power users, for the first time, the 


engine for tractor use, are reports from 
handreds of theac tractors mow in service 


«+, startling fuel economy ... tenacious 


tone of it. The” Caterpillar Diese! Tractor 


CATERPILLAR 


A tractor that sets new lows in power costs 
-«.. and anew high mark in performance 


lugging ability... quickly responsive 
power... simplicity that requires no 
xpecial operating shill... dependability 
to match past bigh standards of “Cater 
pillar” performance. 

To the carth-moyer who wants cheaper 
dirt—two the Mate, county, township, city 
that wants more and better roads for 
fewer taxpayers’ dollars—to the farmer 


swho wants lower production costs—to all 


whe want cheaper power, the “Cater- 
pillar” Diesel story is of vital interest, 
Ask for full information. Caterpillar 


* 
“CATERPILLAR’’ Dieset 
Engines ore offered not only 
in tractors, but elso in Power 


Current national magazine copy for Caterpillar Tractor Company, § 
built entirely around the company's new Diesel powered raves 


§ 
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